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Rough Proofs 


utter and margarine people are 
»s a lot of fancy shadow boxing 
it the correct color of the latter, 
half the time the cows wouldn’t 
able to recognize either. 
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NIIC Plans Huge Campaign 
to Uphold Free Enterprise 


| Will Use All Media 
WPB Completes to Promote Labor, 


Capital Unity 
jee Industry-Wide Plan By WARREN L. BASSETT 
= wa ifor 25% Paper Cut 


House Committee 
Pigeonholes Paid 
Gov't Ad Bills 


National Advertisers 
Asked to Include 


Smaller Newspapers 


— ee 


It's been proved that you can 
make very satisfactory newsprint 
*Mout of old newspapers, but maybe 
*B:his simple solution is entirely too 
«Measy for the great minds who have 
§ oeen working on the paper problem. 


New York, Dec. 9.—Faced with 


Washington, D. C., Dec. 8.—In a the twin problems of a strongly 


move which surprised proponents| ¢*% 


; : d — entrenched bureaucracy on one 
° eerecs and opponents alike, _ se me x == toe rua /hand and the myriad financial and 
‘ ; : < . ; oo . + | : 7 

*@ Minneapolis-Honeywell is already pt ae eae Big egy peo : SSovcaw Ae Commercial Printers | employment perils of conversion to 
‘Bt dvertising Moduflow, which won't] 2820S Proposals 10t aig stamenes ors company % /a peacetime economy on the other, 
$Me avail til ment war bond advertising, and trenraeas Agree to Step; Drop /the National Association of Manu- 
Minow eo ‘. a maybe a 1 of voted today %o pigsonnole tires ' ' facturers at its Second War Co 
“Tomer prone i as te an De b: bills which would have allocated] Standard Oil Co. of Indiana ran this Fancy Uses ‘ : ngress 
+ Bother entrants in the Postwar Derby | $15,990,000 to $30,000,000 for a drive 


of American Industry here this week 
approved a_ gigantic advertising, 
Washington, D. C., Dec. 9.—)]educational and promotional cam- 
Negotiations undertaken by WPB $0 | paign which will reach into every 
put the entire printing and publish- remote corner of 
ing industry on a paper ration for | the nation to 


are gol left at the post. advertisement in 79 newspapers in 69 
pe nas ' ube cities of its midwestern market Dec. 12 
to tell about the company's new toluene 
plant at Whiting, Ind., where enough "'T 


for TNT" is being produced to make 


in newspapers’ throughout’ the 
country. Responding to an appeal 
by Ted R. Gamble, director of war 
savings for the Treasury, the com- | 
mittee determined at its executive | 


_ or Pe 


that 
automobiles will be first on the post- 


A current survey shows 


hundreds of tons of blockbusters every | 1944 of 75% of normal were com- teach “ths . 

: ; | cece ‘ or : a" é sach “that free- 
war shopping list, and the only| pea te Mage a cae day. pleted this week when commercial dom is the very 
thing that worries the manufactur- . a ° ti 4 2. ~ — b Be printers voted to increase their | basis of the 
ers is whether everybody will be no A ag ae ae 7 | paper savings from 15% to 25% American way of 
yelling, “Jeepers! io. aie — a voluntary More Newspapers | after the first of the year. i living, and that 

oan 'participation of advertisers, | The decision of the commercial | 


doing business in 
the American 
way means free, 
private, competi- 


ever, many members of the com.| Adopt 1,000-Line 


mittee expressed the belief that} 


national advertisers should spread | Ceilings on Ads 


their advertising so that small daily} 


| printers was made after Harold} 
| Boeschenstein, acting director of 
|the WPB forest products bureau, 
| warned that because of the short- 


Scheherazade had the multipie 


viewpoint, according to the Chilton 
Company’s version, but there was 


one simple little theme running 
through all the thousand and one 


papers and weeklies would get a| 
portion of it. 


Chicago, Dec. 9.—Faced with new 
paper curtailments next month, the 


age of pulpwood and the exhaustion 
of inventories we will be able to 


tive enterprise.” 
Backed by the 
vast resources of 


nights. The committee voted 11-10 to| Pittsburgh Post-Gazette moved in produce paper at only a 75% rate its members, the 
, YY shelve the measures after members| under the 1,000-line ad ceiling this| beginning Jan. 1, 1944. Fee Arthur Kudner NAM program, 

disagreed on many of the technical} week while other dailies considered|_ Explaining the detailed reasons activated by the 

“Castle Backs Dealers with News-| provisions as well as the wisdom of | similar steps. behind the paper shortage, Mr.| National Industrial Information 


Drive,” headlines ADVERTIS- 


ING AGE. 


paper 


government advertising in a selected 
medium. 


Whether or not newspapers are 
acting on the suggestion of the De- 


Boeschenstein asked the printers to 
“face the problem squarely.” He 


Committee, will utilize every means 
of communication, newspapers, 


In the 8- and 16-mm. movie field, Rep. Charles S. Dewey of Illi-| partment of Commerce that they advised the meeting that all print-| magazines, radio, motion pictures, 
it seems inevitable that a man’s|nois, one of the most effective| reduce the size of advertisements, | "8 Paper users— newspapers, Mas- | outdoor, pamphlets and posters, and 
home will soon be only his Castle. | opponents of paid government ad-|the fact remains that many are] Zines, books and commercial—will| , thoroughly organized speaking 

, vertising, suggested that national| restricting the size and volume of| be reduced to about the same per-| »»o9ram which will carry the free 
vy, advertisers might make an effort to| insertions, space buyers here de-| centage of consumption beginning | enterprise story to virtually every 

. ' ; Sie replace some of the advertising| clare. _ 1,000-line ceiling is} J@n. 1. adult group in 

Now that the sports experts have| formerly used in small papers by} mentione most often, although re the country. 
icked the 1943 All-American foot-| local dealers, who had sampendedl there is no hard and fast rule — Bay Avels Perera Not only will 

1] ge me heh egg can — a operations during the war. garding space reductions and the Following Mr. ger cea great emphasis 
ut to identify the unnamed hero " agency men find some leeway in|statement, Rex Hovey, director o 

o threw that block on the Bank- To Consider Roll-Back | ph ! oy An ‘ 


ead bill. 


Treasury officials, pleased at the|rent requirements of individual| printers to back the waste paper | masses of the 
v,wee? decision of the committee in re-| publishers. drive, encouraging them with a pre-| general public, 
jecting the paid advertising pro-| J. H. Kyle, national advertising| diction that a 200,000-tons-a-month 


Lucky Strike newspaper ads 


topped 60% of the men and 64% of 


gram, said that they would consider 
the suggestion of rolling back 


placing copy, depending upon cur- 


manager of the Post-Gazette, said 
restrictions in the newsprint allot- 


| 


the WPB paper division, urged the 


increase in paper collections will 
eliminate the need for further re- 


be placed on 
reaching the 


but concurrent 
programs will be 
directed to man- 


the women, according to the Adver- 
using Research Foundation, and 


. 
. 
. 
‘ 
. 
. 
. 
, 
, 
. 
. 
‘ 
‘ 
. 
+ 
‘ 
‘ 
. 
. 
. 
. 
. 
‘ 
s 
. 
. 
. 
‘ 
. 
. 
. 
. 
. 
. 
J 
. 
. 
‘ 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
. 
‘. 
° national advertising to small papers. ment make it imperative to set up 
, 

¢ #20wW maybe the cigaret manufactur- 
. 

. 

. 

. 

. 

. 

. 

. 

. 

. 

. 

. 

+ 

. 

. 

. 

,. 

, 

‘ 

‘ 

‘ 

‘ 

. 

. 

. 

, 

, 

. 

. 

. 

. 

. 

. 

. 

, 

. 

. 

,. 

. 

. 

. 
,. 

. 
,. 
. 
, 
,. 
. 
. 
,. 
, 
,. 
. 
. 
, 
‘ 
, 
, 
‘ 
’ 
‘ 
, 
, 
‘ 


They pointed out that they had no/|a 1,000-line maximum for any ad- 
authority to place this advertising,| vertisement, effective Jan. 1. 


ductions in the use of paper. 


\ : agement and 
Meanwhile, WPB was surveying 


stockholder 


" “Our| statements on inventories of print; groups to teach 
ers can see who's been holding up but said that they would study the | present Monday through Saturday paper submitted by newspaper and selfish and non- 
their market. idea. [The National Editorial Asso-| insertion options will continue in 


magazine publishers and _ other 


(Continued on Page 52) 


Last Minute News Flashes 


Newspaper Drive to Tell New Fats Salvage Plan 

New York, Dec. 10.—Kenyon & Eckhardt, agency handling the fats 
salvage program, has allocated $250,000 out of the over-all appropriation 
of $1,500,000 for newspaper advertising to announce the new OPA 


cooperative 
members the 
part they must play in maintaining 
postwar employment and develop- 
ing new enterprises. 


Long in Preparation 


The program has been in prepa- 
ration for more than six months, 
and not all of the details have yet 


ciation insists that Treasury appro- 
priations permit use of paid adver- 
tising, but that the Treasury refuses | 
to place such copy.] | 

In proposing the spread by na- 
tional advertisers, Rep. Dewey 
pointed out that the national adver- 
tiser should benefit from _ the 
arrangement, as it would bring his 
name before a reader group he has 


(Continued on Page 52) 


J. Howard Pew 


7,  ¥ 


Believe it or not, but after selling 
Business Promotion, Henry and Van 
Asmus ran an ad in another paper, 
graciously thanking their advertis- 
ng friends who had 
supported them. 


steadfastly 


. = F 


missed since local distributors dis-| “Points for Fats” order by which housewives receive two brown points Nothing line hay 
Gladys the beautiful receptionist continued their advertising. for each pound of fats turned in. Approximately 111 newspapers will scope comes to 
she wonders if the inflation| .. 1%¢, House committee held hear-| carry 1,200-line insertions and 1,545 will run 800-line advertisements mind. unless it is 
re worrying about now is any-| 228s for two days last week, and the ’ adverti ing 
dae an ‘evehad.,| nad an executive session on the : : ; ' _ : 
B.. . the reflation everybody proposal today. At the hearings. Sullivan Adds Duties at Ruthrauff & Ryan a and 
working for just a few years| _.; rertiaing was ardently New York, Dec. 10.—Raymond F. Sullivan, vice-president and a direc- personal effort 
paid advertising was ardently sup- ’ ; which hs zone 
(Continued on Page 53) tor of Ruthrauff & Ryan, has been elected chairman of the plan board. — tt as gone 
"VY | Associated with the agency since 1920, Mr. Sullivan will continue his mae eed aia 
lgate-Palmolive-Peet is giving e |present duties as account supervisor in conjunction with his new office. paigns. 
reccers of hotel papers a peek at a Makeup whimsy eee ° ° Of the many 
beauty under a shower-bath, sits te Macy Plans Expansion of Private Brand Outlets ee a: phases of the 
now they’ll be deluged with leads “Voice of the Ad- New York, Dec. 10.—R. H. Macy & Co. is working on a postwar ex- | program, the one 
—_ that they're holding out vertiser”, Page 26. Other pansion program which includes establishment or purchase of hundreds of chief interest 
ae features: of stores across the country, an intensification and expansion of the A. P. Sloan Jr. the : : ivertis- 
> | Macy-owned private brand products under the “Supremacy” trademark, eel i pros Rome | af 
Ad-libbing 12\}and a strengthening of the company’s affiliated buying offices. poser a publ ( tic | space ’ a 
lifornia Fruit Growers Ex-| Admen in the Armed Forces 47 ake Ghee si tow sand. baal wi 
; A : = . . . air time will be used, but those who 
ge isn’t satisfied with the way| Business Paper Linage. 33| Entire Owens-Illinois Account Goes to JWT - lexpect a reverberating, nat di 
lemons are selling, but they ‘ | Toledo. Dec. 8. Owens-Illinois Glass Company, which shifted the lvo in the near future will be dis- 
bly have ; raat the Was | Diary of an Ad Man . : : aivo in the near tuture wii i 
Diy Nave an eye on the er pet PRS | handling of its radio show from D’Arcy Advertising Company, St. Lou wwpointed Much organizational 
n market next year when a lot | Editorials 12) va . is , ; o 4 Sle , apa 
. ' . . 2 . | . to J. Walter Thompson Company, New York, Noy 8. has now severed nade till needs o bed SS 
e boys come up fot reelec-| Getting Personal salient ; 
: . : |its entire account from the former to place all advertising through JW iddition to mu oncentrated stud) 
~ oe information for Advertisers Last year Owens-Illinois spent approximately $500,000 in newspapers | on copy them«e 
In Washington 6| and magazines, with most of its promotion concentrated on Duraglas First NIIC schedules w | be fairly 
iking speeches is an auto-in- | Obituaries 53 men, St a tw aan 
iting exercise, asserts the Diary | Photographie Review 55|Tonne Named Advertising Manager of All-Steel Equip Pierre ie country. First. copy 
ote that’ on alge oar Postwar Planning 25 Chicago, Dec .10.—Chris F. Tonne, formerly advertising and sales pro-| *):)) wine ds ' 


appear in 


, will national magazines, 
40| motion manager of Hough Shade Company, Janesville, Wis., has been | ¢o]]Jowed by a daily newspaper cam- 


; | appointed advertising manager of All-Stee] Equip Company, Aurora, IIl.| paign in industrial centers This ' z 


ttle ttle extraneous assistance. Private Lines 
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will be supplemented by a cam-j|this writer was rejected as far tou) sidiary organization, drawing its 


paign in rural newspapers. high. Perhaps $1,000,000 to $1,250,- | 
_ Ten regional offices will be estab-| 000 (still a guess) would be closer, | 
lished with a man of topnotch ad-|in view of the NAM and NIIC| 
vertising and organizational ability | resources, and on no other authority. 
in charge of each. 
He will organize Young Is Consultant 
the business men| Appointed advertising consultant | 
of the area, rals€| to assist in formulating objectives | 
funds, and super-| and theme for the entire program, | 
vise a_ regional is John Orr| 
campaign which Young, former} 
speaks the lan-| president and| 
guage of the area | co-founder of) 
but uses the fun- Young & Rubi- 
damental Na- 


; . cam, who re- 
err baer y pe cently opened his 
fommittee ace Goce 28 

ew as 
themes. By this public relations 
John S. Adams means the gen-| consultant after 
eral _advertising serving in a 
program will be decentralized, with similar capacity 
the basic campaign, placed by the with the WPB 
NIIC itself, acting as the germi- Mr. Young re- 
nating agent. The regional plan, it tired from Young 
is believed, will result in wider| John Orr Young 2 Rubicam in 
participation by industry than a| 1994 because of ill health 
——_ wy | ge teq| Arthur Kudner, Inc., New York 
one o e officials connecte oe ; read BP geste aie ‘ 
with the advertising program will has been appointed with i ~ 
discuss or predict to what money | PaTe the Ewa Ty bef . 
figure the total effort will run, since | "€* himself handling the details of 
the bulk will come from the re-|CPy and media, assisted by James 
gional contributions after the 10 H. S. Ellis, executive vice-president 
offices are in operation. To date,|0f the agency, and Hayward An- 
none of the regional directors has|@erson, vice-president. =—_— 
been selected. The entire NAM advertising and 
The NIIC, however, already has| educational program will be con- 
funds for the basic campaign but| ducted under the direction of the 
does not wish to disclose the| NIIC, which for years has handlea 


amount. A guess of $2,000,000 by| NAM public relations as a sub- 


funds from the parent body. C. E. 
Harrison Jr. is director of NIIC, 
with Herbert Hosking administra- 


tive director. 


Under the new setup, the NIIC 


Cc. E. Harrison Jr., director of the 
NIIC. 


Four Departments Set Up 


To activate the new program the 
NIIC has been reorganized into 


will be almost completely divorced | four major departments, the Na- 


from the NAM, with authority to| 


initiate its own public relations pro- 
grams and enlist its own members. 
It now has about 500 members and 
5,000 subscribers. Heretofore, only 
actual manufacturers of products 
were admitted to membership, 
which barred great groups such as 
banks, insurance companies, retail- 
ers large and small, etc. These may 
now join the NIIC, with the result 
that its operational funds will be 
greatly increased. 

Along with the activities of NIIC, 
the NAM will carry on a drive to 
organize economic opinion among 
its members through a Management 
Principles Commission. A Legisla- 
tive Policy Commission will handle 
legislative matters. 


Sloan Heads Committee 


Coordination between the NAM 
and NIIC activities will be achieved 
through an Administrative Commit- 
tee of five consisting of the new 
NAM president; Alfred P. Sloan Jr., 
chairman of the board, General 
Motors Corporation and chairman, 
NIIC governing board; James S. 
Adams, president, Standard Brands, 
Inc., chairman, NIIC program com- 
mittee; Walter B. Weisenburger, 
executive vice-president, NAM; and 


| 
| 


tional Media Department, Group 
Relations, Company Participation, 
and Regional Office. 

Director of the National Media 
Department is Philip Kerby, for- 
merly of L. E. McGivena & Co., New 
York agency. The department will 
have three divisions, press, radio 
and general promotion. Carl Helm, 
former director of public relations 
of Best Foods, Inc., has been ap- 
pointed head of the press division, 
and John Fitzgerald heads radio. 
Allen K. Martin, formerly with the 
promotion staff of the Blue Net- 
work, will work with Mr. Kerby. in 
department administration. 

John Orr Young, as noted above, 
is advertising consultant for the de- 
partment. 

Group Relations activities, con- 
ducted for a number of years by 
the NIIC as Group Cooperation, 
will continue under the direction of 
Henry E. Abt. This department 
presents the industrial point of 
view directly to groups of farmers, 
educators, clergymen, women’s 
clubs, etc., by providing speakers 
selected from the leading indus- 
trialists in the group’s area. These 
“face to face” talks are considered 
among the most important of NIIC’s 
activities and regarded as a pioneer 
phase of public relations. Devel- 
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POST WAR 
OVERSEAS 
BUSINESS 


hee 
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GET IN THE SWIM!!! 


You've got to dive in and swim, if you want to be 
among those present when Latin America's postwar 
orders are being handed out. Your competitors have 
been making headway in the right direction for some 
time now ... headed for the coast where those tre- 
mendous sales are ripening for postwar profits. It's 
up to you to pull for that shore—but fast!—if you 
want to cash in on your share of this business. Con- 
sistent, friendly, factual advertising in *BPIC Special- 


The Americ 


TE rRucciON \\| w= Auto 


ized Export Publications will get you there quicker 


than anything else. 


Latin Americans have proved beyond a doubt their 
preference for these five important export journals. 
How? By paying real money for them. We're proud 
of the fact that *BPIC's readership is more than 80% 
paid circulation—a figure that no other export pub- 
lication can offer you in the automotive, construction, 
industrial and engineering and drug fields! 


*BUSINESS PUBLISHERS INTERNATIONAL CORPORATION, 330 WEST 42nd STREET, NEW YORK 18, N. Y. 
(Affiliated with McGraw-Hill Publishing Co., Inc. and Chilton Co., Inc.) 


FARMACEUTICO 


yublished monthly in Span published monthly in Span published monthly in Eng- published monthly in Span- published monthly in Span- 
sh. circulates to the Latin ish, circulates to the Latin lish and circulating on a ish and circulating on a ish and circulating on a 
American industrial and en American construction and paid subscription basis to paid subscription basis to aid t inti basis t 
gineering, governmental and engineering. governmental the automotive trade and the automotive trade and paid subscription bas od 
importing paid subscriber and importing paid sub- transport field in Asia, transport field in Latin the drug trade and health a 

e readers. scriber readers. Africa, Europe and Oceania. America, field in Latin America. 
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oped over a period of 10 years mm, 
than 1,000 meetings a year ar. »,, 
held, and this program yw 
intensively promoted under t! 
setup. 


Directors to Be Named 


The Company Participatio, p, 
partment will develop progr 
the fields of employe and ol 
holder education, and in the © jop4; 
nation of management think 1, , 
the subject of public relatio: «| 
this work each of the 10 gj 
will have an active program. y 
director for this division | 
been appointed. 

The Regional Office Depa: tme, 
will set up the 10 regional fice 
select the personnel and superyjd 
their activities. No direct 
been appointed. 

Discussing the new advert 
program, Mr. Young said: 

“It is a clear indication that by; 
ness is realizing more and more tiy 
value of advertising. 

“For the first time Americ 
business has had the nerve to te 
its story completely, not fragme 
tarily or spasmodically as in th 
past. The NIIC now might almos 
be called ‘The Voice of America; 
Business.” The NAM has stoppe 
talking to itself, to its member: 
stopped mumbling in its beard. 


“Straight ‘You’ Copy” 


“We want the members to likg 
the copy, but it will be addresg 
to the public. It will be straig! 
‘Yow’ copy. It will show the worke; 
the consumer, his wife and th. 
children their relationship to bus: 
ness. 

“This is a nation whose oppo; 
tunities, whose standard of living 
are built upon business. This j 
business democracy, and one of t 
last. We want to see it preserved 
Our copy will tell concretely 
production and jobs mean. And: 
only the worker, but managemer 
and stockholders also need an 
centive.”’ 

Although the NAM has scores 
members whose companies 
among the largest advertisers in t 
country, Mr. Young does not believ: 
that very much linage will 
switched from campaigns already 
planned or running to carry 
NIIC message. 

“The story will be so good I an 
convinced additional money will 
appropriated,” he _ declared 
addition literally thousands of bus 
nesses, large and small, which p: 
haps do little or no advertising : 
will want to back this campaig: 
The basic NIIC advertising will 
the yeast from which much great 
linage will spring. I expect | 
10 lines placed for every one usé 
by NIIC.” 

He said that advertising as 
whole has done a splendid, ain 
heroic, job in promoting the 
effort, and that the present p: 
will support present war 
advertising. 

The present expanded prog 
a continuation of public re 
work done without ostentati f 
the past 10 years by NIIC for NAM 


Direct Mail Used 


Although never in the past 
placed any large-scale adv 
on its own account, relying 
on direct mail pieces, many o 
elaborate in character, the NI! 
projected the ideas of il 
through radio programs, n¢ 
pers and outdoor advertisi: 
cost of the space being und: 

(Continued on Page 5: 
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THE 
BATTLE CREEK 


ENQUIRER 


An industria! 
67,776 popule 
with a $60 
annual indust: 
roll. 
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LUNCH TABLE 


TOPICS 


Selected from December 15th, 1943 


Modern Industry 


a 


Nix on Noise for 40-X To 
give you an idea of the sound 
and the fury—noise level in 
the average factory is 90 
decibels—roughly 10 billion 
times the faintest sound de- 
tectable by the human ear 
and 100,000 times as strong 
as ordinary conversation. It 
seems certain that noise- 
‘conscious industry will begin 
to give more thought to quiet 
operation in the production 
equipment, it buys. Manu- 
facturers of postwar machine 
tools, mechanized materials 
handling equipment — and 


Reconversion Timetable Based on 
a selective MI survey of important 
firms obliged to reconvert: 56% will 
start after Germany is finished but 
before Japan’s sun sets; 20% are 
going to do it now. Reconversion 
will be in full swing by mid-1944. 
Volume production of civilian goods 
will not be reached until the end of 
1944 or early 1945. Lay-off of work- 
ers during reconversion may be sub- 
stantial. With the loss of the world's 
greatest single customer, reconver- 
sion becomes a marketing as well as 
a production challenge. Despite the 
certainty of large civilian need and 
large consumer buying power, a 
time-consuming job lies ahead for 
marketing men in rebuilding distri- 
bution channels and in creating an 
effective demand for their particular 
products. Arthur W. Pearce (Post- 


war Plans Editor) has prepared a 
very provocative report for you. | 
You'll find it on p. 52—Modern In- | 
dustry for December 15. 


/\ 


Preview of 1944 Editor Harwood | 
F. Merrill goes to town on p. 34 of 
Modern Industry for December 15. 
Those who read MI’s preview of 
1943 (Jan. 15, 1943, p. 27) will have 
genuine respect for this edition. Here 
are a few samples:— 


Production. By the end of 1943, the 
cost-conscious thinking of normal 
times should be fast replacing the 


get - the - goods - out - and -damn - the- 
cost mentality which war has kept in| 
the saddle since 1940. But physical | 


reconversion of our enormously ex- 
panded manufacturing capacity — 


70% greater than in 1939, states Gen. | 
Leonard P. Ayres, Cleveland Trust | 


economist—will be appreciable. 


Labor Relations. Men and women in 
the plants will increasingly want to 
know their employer's plans, who is 
going to be laid off, what new prod- 


ucts will be made; and they will | 


press for the right to consider these 


other production machinery 
will have a new selling point when they 
can show that their product does the 
same job with less noise. See p. 46 in 
Modern Industry for December 15. There 
you'll find a bang-up article by Techni- 
cal Editor Bill Blank on what noise 
costs and what's being done about it. 


Debunking West Coast Headlines 
Modern Industry's Kirk Earnshaw, 
(Industrial Relations Editor), vis- 
ited Pacific Coast industrial cities 
on the heels of several investigating 
commissions. He recommends not 
swallowing the printed charges that 
follow their respective wakes. The 
sensational production records set 
on the Pacific Coast he reports, arise 


= Ap! 


wh 


in part from the accumulated know- 
‘how of both workers and manage- 
ment, from the stabilization of gov- 
ernment contracts and _ specifica- 
tions, and from the routine settling 
_down of new plants into steady pro- 
duction schedules. But the big fac- 
tor has been better manpower utili- 


zation. For a fully documented, 

thoroughly credible account of 5- 

weeks’ intensive study of West Coast 

' manpower which presents a score of 

successful ideas ready for adoption, | 
see p. 36 of Modern Industry for 

December 15. 


Strictly 40-X For a while yet you 

won't hear much about resin-base 
‘paint coatings being devised for 
| aluminum, and particularly magne- 
sium. Without their development, 
\the light metal consumer goods 
which many designers are sketching 
\for a wide-eyed public will never | 
|come into being. But proper coat- 
ings for aluminum and magnesium | 
may win applications for these | 
metals which otherwise might go to | 
| plastics. See Don Loomis’ (Mate- | 
'rials Editor) article on New War- 
proved coatings for Plant & Prod-| 
/ucts—p. 42, Modern Industry for 
December 15. 


Following the Novem- 
N. B. ber 15th issue, tre- 
mendous evidence of the 
service of Modern Industry has 
come to hand which indicates 
the present growing interest in 
lower-cost production as the 
cornerstone for success in 
40-X. The service rendered by 
Modern Industry is the reason 
why 50,000 responsible men in 
31,500 separate plants of the 
manufacturing industries ha- 
bitually read their copy first 
... and pass along to the tune 
of 148,000 (Survey Est.) 


* 
Subscription Price: 
ONE YEAR . . $3.50 


Are You Telling Me... 


they actually make a point of BREVITY! 


problems as co-partners of manage- 
ment. 


Small Business. Smaller plants will 
get a somewhat larger percentage of 
total war business, if they can show 
efficient manpower utilization. 


EDITORIAL EXCERPT 


CHRISTMAS 1943 


—And so Christmas 1943 is, 
more than anything else, a prom- 
ise for the future—a future in 
which the same strength that is 
winning a war will remain avail- 
able to men of good will. 


That future carries, in turn, a 
promise to men in industry—a 
promise of greater opportunities 
for service, and far wider areas 
in which to serve. 


But the promise hinges upon 
acceptance of responsibility. 


American industry must lead in 
Providing the economic fiber of 
peace, a rising standard of living 
in this and other lands. 


This will call for leadership with- 
in the framework of the Spirit 
of Christmas. . . 

The Editors. 


\VE THE READER Time. Spare the reader 
S wordiness. Guard the reader from con- 
fusion. Keep the writing simple. Give the 
reader pleasure. Deliver the message non- 
technically. Write it to be used profitably 

and get good story-telling pictures! 


Because this credo is lived and practiced. 
Modern Industry is more than welcome to 
all kinds of management men in all kinds 
of manufacturing industries. 


Each of Modern Industry's 14 staff-writers 
travels tens of thousands of miles each year 
to develop his on-the-scene material. And 
each man knows that Editor Harwood F. 
Merrill won't let him hide the light of facts 


under a bushel of words. 


You fellows who are salesininded can mine 
a -olid vein of “what's cooking industrially’. 
You can assay the quality of the material 
that appeals to Modern Industry’ readers— 


management men who frequently are your 
clients, or your client's principals .. . and 
in some cases they may be your own com- 


pany’s executives, 
Common Understanding Opens All Doors 


Try your wings on the December 15th issue 
of Modern Industry. Its easy for a sales- 
minded man to understand and enjoy these 
briefly told. adequately illustrated, com. 
prehensively presented articles and items. 


Soon you will be able to put your feet 
squarely on the ground where production- 
minded men stand. These men will be 
happy to find that their world is not too 


removed from your own. . 


NOW —A what you want to read first 


GUIDE TO CONTRACT TERMINA. 
TION. See p. 32 for a erystal clear chart. 
Tells all in 5 understandable steps. 


[) SUCCESSFUL MANPOWER UTILI- 
ZATION. From another MI 
study, this time West Coast- 
of copyable ideas on how to keep labor on 
the job. Read about the left-handed! 


industrial 


come dozens 


[] RECONVERSION TIMETABLE, Re- 
port on best estimates by leading manage- 
ment men as to when their plants will act. 


[}] MODERN INDUSTRY LOOKS 
AHEAD. A popular monthly service, a 
boiled-down 


interpretation of everyday 


economics; who is affected and how. 


C7] KEEPING WORKERS AT WORK 
FOR 7¢ A DAY. Dr. Garfield, director of 
Kaiser 


“good medicine” for large and small plants. 


hospital foundation, prescribes 


Modern Industry 
347 Madison Avenue, New York 17, N.Y. 


CHICAGO 6: 20 North Wacker Drive * CLEVELAND 14: 627 Union Commerce Building * PHILADELPHIA 2: 220 South L6th Street 


SAN FRANCISCO 4: 68 Post Street « 


ATLANTA 3: 1722 Rhodes-Haverty Building 


LOs ANGELES 14: 403 West 8th Street 
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OWI Compiling 
New ‘Fight Waste’ 
Booklet for Admen 


Washington, D. C., Dec. 8—A 
comprehensive “Fight Waste” pro- 
gram book will soon be completed 
by OWI as a backdrop for more 
than a dozen conservation and sal- 
vage campaigns originally set up as 
independent efforts as wartime 
shortages affected segments of 
America’s economy after Pearl Har- 
bor. 

While each of the conservation 
and salvage campaigns will con- 


tinue independently, OWI expects 
that the new booklet will tie the 
efforts together, and that use of the 
“Fight Waste” theme in all con- 
servation and salvage programs will 
result in increased public conscious- 
ness of the need for cooperation in 
all programs. 

Since the war effort consumes 
tremendous quantities of manpower 
and material, the United States is 
no longer a land of plenty, the 
“Fight Waste” booklet explains. In 
this shortage situation, the cam- 
paign seeks through conservation 
and salvage in the home to “create” 
a new source of manpower, material 
and productive facilities. 

By fighting waste, the booklet 
explains, we reduce public demand 
for civilian goods and services and 
we put idle material to work. In 
this way, consumers not only help 
men on the fighting fronts but they 


serve their own interests by assur- 
ing more for themselves or discov- 
ering how they can get the same 
results with less. 


Four Principles Employed 


Four principles covered by “Fight 
Waste” are: Conserve everything 
you use; buy only what you need; 
salvage what you don’t need, and 
share what you have. These prin- 
ciples are applied to food; fuel, 
including gas, coal and oil; utilities, 
covering water, electricity and com- 
munications; transportation, includ- 
ing trains, buses, trucks and autos; 
household equipment and supplies; 
textiles and leather; waste fats, tin 
cans, iron, steel scrap and paper. 

Under the idea that conservation 
is a state of mind, “a voluntary 
sense of awareness and frugality,” 
the booklet proposes that the “Fight 
Waste” slogan be used in connection 


with each independent conservation 
or salvage program as a connecting 
link, and that each newspaper or 
magazine article or advertisement 
and each radio announcement on 
the conservation or salvage theme 
contain a reference to the effect that 
“This is part of the national ‘Fight 
Waste’ program to speed victory by 
conserving America’s resources for 
war.” 

The booklet takes up each of the 
separate conservation or salvage 
campaigns and shows how it can be 
integrated into the “Fight Waste” 
program. Turning first to food, it 
says that last year the people of 
the United States wasted more food 
than was needed by our armed 
forces and lend-lease. Success in 
the program to reduce food waste 
lies in educating people about 10 
basic food conservation measures, 
the booklet says. Some of these 


triple-rich New England... 


Here is a compact American market that is 
rich commercially, industrially, and agricultur- 
ally — all at once. 


NERN’s land. 


Here you have cities like Boston, Providence, 
and Hartford — industries like shoes and ships 
and aircraft engines — agriculture with an es- 
timated income in 1942 of $124,332,000 for 
dairy farmers alone. 


It is New England 


New England is a market in which to learn how 
all America will respond to your appeals. 
NERN’S primary coverage is 2,049,304 radio 
homes. 


When you buy NERN, you buy a network. 


Yee aga 
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NERN 
WBZ* 
WCSH 
WJAR 
WLBZ 
WTIC* 
WFEA. 
WRDO 


* The only 50,000-watt stations in 


New England. 


Nationally represented by 


WEED & COMPANY 


New York, Boston, Chicago, Detroit, 
San Francisco, Hollywood 


STATIONS 


Boston, Mass. 
Portland, Maine 
Providence, R. I. 
Bangor, Maine 
Hartford, Conn. 
Manchester, N. H. 


Augusta, 


Maine 


Advertising Age, December 13, 1443 


measures are: “Choose your F 04 
from the ‘Basic 7’”; “Plan Mea) 
by the Week”; “Store Perishable, 
with Care”; “Simplify Table Map. 
ners—We Are at War”; “Clean y 
the Plate”; “Serve Leftovers—\\ aj, 
them Appetizing”’; “Help Harves 
Community Crops.” 


Home Themes Suggested 


The “Fight Waste” campaign als, 
includes fighting waste around the 
home. Advertising men are ad\ iseq 
to promote this by suggesting way; 
in which conservation may i». 
effected in a manner that will enlis 
consumer cooperation. Detailed sug. 
gestions are offered to aid in pre. 
paring copy covering planning of 
meals, purchasing food, storage of 
food, preparation of food, and waste 
at the table. 

Explaining that wartime fie 
needs are many and pressing, thy 
“Fight Waste” program incorporate 
the “Prepare for Winter” campaign; 
and the “Conserve Critical Re. 
sources” effort. Conservation in th; 
use of coal, oil and gas, and proper 
measures for efficient heating of thy 
home are explained. 

An important segment of th: 
“Fight Waste” campaign is directed 
at transportation, divided into three 
groups: private automobiles; public 
conveyances and consumer deliy- 
eries. 

Automobiles and tires can be 
saved through careful use, doing 
only essential driving; car sharing 
driving under 35; regular inspec. 
tions; keeping motor tuned; and 
proper battery care. Tires likewis 
require special attention, and should 
be promptly recapped when the 
tread is worn smooth. The publi 
is urged to avoid travel on inter- 
city bus and rail lines unless it is 
important. On local transit facili- 
ties, it is suggested that rush hour 
be avoided. The program als 
points out the difficulties that hav 
resulted in ODT limitations on con- 
sumer deliveries, and suggests that 
consumers avoid deliveries when- 
ever possible, and refrain from 
asking unnecessary favors such a: 
pick-ups and special trips. 


Clothing Re-use Urged 


The program covers the conserva- 
tion of clothing, suggesting: Buy 
only what you need; take care of 
what you have; remake and re- 
style. It promotes sharing of scarc 
household articles such as washing 
machines, electric irons and othe 
items, and brings in the numerou 
salvage efforts, such as kitchen fat 
tin cans, and the new “Conserve 
and Salvage Paper” program. 

In promoting sharing of house- 
hold equipment, the booklet encour- 
ages use of an  announcemen: 
already introduced by some manu- 
facturers who point out that “Blan 
equipment is no longer made. Blank 
company now produces only wa 
materials. However, if you own 
Blank, it’s sturdy enough to 
your neighbor or relatives a 
Why not share?” 

Promoting the paper conservatior 
program, OWI uses four specia 
slogans. For business and commer- 
cial users, the slogan is “Make Eac! 
Piece Stretch”; publishers are asked 
to “Share the Printed Word”; re- 


give 
lift 
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At 


tailers have been asked to save 
wrapping paper by — suggesting 
“Don’t Ask for Useless Wrapping’ 
and manufacturers are to ive 


under the slogan “Accept Simple! 
Packaging.” 


Hunt Joins Arndt 


E. Norton Hunt, formerly 0! 
Benton & Bowles, has joined Joh 
Falkner Arndt & Co., Philadel 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. 
—2nd in New England. Wi 
@ minimum cost you rea 
urban and suburban popu! 
tion. 
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“LINCOLN LAND”— 
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A Farm 
on State Street 
and a 


Traffic Cop on the 
“Back 40” 


LINCOLN LAND 


There's 4 State of Mind 


Where more than 1[4, spd 000 people MEAN B USINESS! 


Beery’ / pet 
-f MA See 
if / ‘ 


—where city dweller and country folk 


Not many yesterdays ago 
State Street was the ‘‘ Back 
40’ of a pioneer’s farm. Not 
many tomorrows hence, 
more than a few ‘‘Lincoln 
Land’’ farms will be great 
traffic highways. This is the 
blueprint of American de- 
velopment. 


think and talk the same language 


These “Lincoln Land” families 


find in Prairie Farmer, America’s 


largest territorial farm paper for 
over 100 years, and in WLS, the 7 
greatest mail pulling radio station 


in the country, living, vital sources of 


information, helpand entertainment. 


tha 
That’s More Important LaSalle Street 
apalie ae 
Board Room of 1S and he said: In “Lincoln Land” there are no sharp 
oat ; tace 
wews 0 oat the Ee one a pomp handle.” dividing lines between those who 
cago. | ¥ ‘ yhillie 
rane 8 he doesnt know 4 van on a farm, rt ea think live on farms, and in towns and 
“ t some . sti 
«You must eee 5 of my life, "he 9G om the farm.” cities. Here in this great agricul- 
\ year ive 
“just - es the same terms 1 did when tural empire for which our cities are 
muc 
ae 3 ' h as it 18 2 matter of the manufacturing and distributing 
. a . 
5 a state of mind 4s nt { people. You find centers, live a practical “grass roots” 
«Lincoln Land { a certain kind of P big corpo” ., 
caus Irs made UP © Acivint trucks and piloting WLS people—friendly to products of 
cation. 3, arty 0 
whem on farms, 3 age {folks together for hoe merit. Keen judges of values, they 
eg here heir 1a 
rations sath anita them well and talk , communications | b sae have the money to buy when they 
and Praitie ae ag believed in” Tis { they are wall wool know what they want. 
1 
Terovs aa yt your products ches y ll have the greatest 
can tell them @ aie tell them 
idc, an »/ That 
and & yard fe found ; 
market You have eve! Ae ihe pi. “LINCOLN LAND” language is, 
Pre i rteatien ano ws simple and direct... TALK IT! 
If your products are real ‘“honest-to- good- 
ness’ values—tell our 14,000,000" Lincoln 
Land” folks straight 
° from the shoulder. 
\ They like facts in good 
ARMER ant Anglo-Saxon—and the 
> on CHICAGO “human touch.”’ Ask 
es your advertising agency 
for rates and data. 
Sat ays ne ay ¥ ; igs Ni eile et es: ae = y 4 
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trade-marked products of rea/ merit. 


Used as a team Prairie Farmer and 
WLS supply multiplied power. for 


those who want to build sales for 


THIS IS 


“LINCOLN LAND” 
60% URBAN 
40% RURAL 
100% PROSPEROUS 
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6 
In Washington... 


‘Floating Ceiling’ 
Issue Splits 
OPA Price Unit 


Washington, D. C., Dec. 8.—Food 
pricing, a problem which licked 
Leon Henderson and troubled Pren- 
tiss Brown, is splitting Chester 
Bowles’ rebuilt OPA price division, 
and resulting in charges that some 
of the new business men introduced 
by Mr. Bowles are advocating 
trolled inflation.” 

For more than a month, a revision 
of the general food pricing order | 
has been held up at the insistence 
of labor and consumer § groups, 
which assert that the order will not 
prevent upgrading of canned foods 
or assure the customer sufficient 
guarantees against violation of ceil- 
ing prices. 

The man commonly blamed for 
the dissension within OPA is Jean 
F. Carroll, chief of the food pricing 
division. Mr. Carroll, a former of- 
ficial of the Kroger grocery chain, 
is supporting formula pricing for 
the 1944 pack of canned fruits and 
vegetables, and “floating” price ceil- 


“con-| 


and it 
‘floating ceilings” | 


serted, are inflationary, 
charged that the ‘ 


permitting grocers to readjust prices gram. 


at frequent intervals on the basis 
of shifting costs, would completely | 
destroy community price ceilings, 
and make enforcement impossible. 

Although formula pricing was 
used last year for half the food 
pack, critics claim that this system 
permits large mark-ups by the 
packer. On the other hand, it is 
advanced by canners as a simple 
means of eliminating the need for 
grade labeling. 

Mr. Bowles admits to friends that 
his work here has been more diffi- 
cult than he previously expected. 
He told a press conference recently 
that he had been naive enough 
when he came to Washington to 


| believe that if he brought in good 


men and did an honest job he 
would get support for price control. 
Mr. Bowles, quite bitterly, says 
many of OPA critics just don’t want 
price control at all. 

of He oe 


Credit for defeating the Bank- 
head bill for paid government war 
bond advertising goes almost ex- 
clusively to Ted R. Gamble, ener- 
getic director of war savings for the 
Treasury. Mr. Gamble impressed 
the committee with a strong, factual 
exposition of the job voluntary ad- 
vertising is doing toward the sale 
of war bonds. . 

He clinched his victory, however, 
by providing each Congressman 


ings for food distributors. 


Both of these measures, it is as- 


with a mass of statistics collected by 
|the Treasury on the participation 


is | of each medium and each individuai 


newspaper in the war savings pro- 
Committee members were 
astounded at the size of the Treas- 
ury operation, and were convinced 
that the government would have to 
reach very deep into its pocket to 
buy the equivalent publicity. 


B # % 


The War Department has distilled 
its recent conferences with business 
men and publishers into a film “re- 
port” 
vince war workers throughout the 
country that victory is far from won 
in either the European or Asiatic 
theaters of operations. 

Previewed here this week, the 
picture demonstrates convincingly 
through the use of enemy films that 
Germany still has a tremendous 
army, and a powerful and thor- 
oughly manned production machine. 
It also shows that Japan is strongly 
intrenched, so that it can fight off 
an island-hopping campaign for an 
indefinite time. 

* cs 1% 


The Office of Censorship is pre- 
paring to revise the censorship code 
for newspapers and radio. . . Con- 
gress is expected to sustain a Pres- 
idential veto of the ban on sub- 


sidies if the veto becomes necessary. | 
. Important materials continue to | 


accumulate in increasing quanti- 
ties. Antimony will be released 
from allocation after Jan. 1, and 
sufficient sheet steel was 
available this week for 
freight cars. 


30,000 


SON 


GIVES 


OVOX 


YOU A 


TRADE-MARK 


IN SOUND! 


] HROUGHOUT the field of advertising—from 


the lowliest cub to the most respected “elder states- 


man’’—every body 


marks in print. 


recognizes the 


value of trade- 


That concept was solidly accepted decades before 


anyone had even heard of radio. 


est advertisers have acce 
trade-marks in sound. 


And now the smart- 
‘pted the same principle for 


Sonovox offers you the ultimate possibilities in radio 


trade-marks. 


the Bromo-Seltzer tal 


Witness the Lifebuoy talking foghorn 


hing train. 


Anybody can sponsor any kind of program material, 


and lots of advertisers have seen “ 


become identified w 
with their products. 


etc, 


How is Sonovox sold? 
each license for specific 


is charged for Sonovox 


additional cost to license 


made available by us in 


Essentially like talent. 


their” 
ith their artists, 


theme-songs, 
rather than 


But when you use a Sonovox 
trade-mark, it dramatizes 


and identifies your product. 


Under 
use, a reasonable license fee 
The only 
e is for a trained articulator 


performing rights. 


any broadcasting or record- 


ing studio in New York, Chicago, or Hollywood, at 


Standard AFRA scale. 


_WRIGHT-SONOVOX, INC. 


“Talking and Singing Sound”’ 


CHICAGO: | ho N. Machen 


Franklin 6375 Plaza $4140 


NEW YORK: 55) Medeow te 


FREE & PETERS, INC. 


Exclusive National Representatives 


SAN FRANCISCO: . 


Swrrer 4454 


Swetter 


HOLLYWOOD: |. 
Gla 


Some Typical 
SONOVOX PIONEERS* 


American Chicle Co. 
(Black Jack Gum) 
Badger and Browning & 
Hersey, Inc. 

American Industries Setvoge 
Committee (Steel Scrap Drive) 
McCann-Erickson, Inc. 

Buick Motors Division, General 
Motors Corp. 

Arthur Kudner, Inc. 

Cienae, o, Milwaukee, St. Paul & 
aci 
Roche, Williams & Cunnyng- 
ham, Inc. 

Colgate re Falmative Peet Company 

Palmolive) 
Me ard Wheelock Co. 

eo Lackawanna & Western 

0a 
Ruthrauff & Ryan, Inc. 

Walt Disney Productions 

Emerson Drug Company 
(Bromo-Seltzer) 

Ruthrauf & Ryan, Inc. 

Cigetion Felgenspan Growing 
Compan rerpompen po | 
Dobler Beers and Ales) 

em Qaes Shoes 
Russell C. Comer Advertising 
Company 

Forum Cafeterias of America 
7 J. Potts-Calkins & Holden, 

ne. 

Griesedieck-Western Brewery Co. 
(Stag Beer) 

Mazon, Inc. 

Grocery Store Products Sales Co. 
Inc. (Fould's Macaroni Products) 
Campbell-Ewald Co., Inc. 

Andrew Jergens Co. 

(Woodbury's Products 
Lennen & Mitcheil, 

Lever Brothers Co. (Lifebuoy Soap) 
Ruthrauf & Ryan, Inc. 

Lyon Van & Storage Co. 

Batten, Barton, Durstine & 
Osborn, Inc. 
National Broadcasting Company 
Naval Aviation Selection Board 


Navy Seabees (U. S. Navy, 
Construction Battalions) 

Office of Civilian Defense 
(Region Six) 

Pabst Sales Company (Pabst Beer) 
Warwick & Legler, Inc. 

Pan American Coffee Bureau 

uchanan & Co., Inc. 

Purity Bakeries Service Corp. 
(Taystee Bread, Gemess’ Cakes) 

Quaker Oats Company 
Ruthrauff & Ryan, Inc. 

Radio Corporation of America 
Ruthrauff & Ryan, Inc. 

Radio Station KOMA, 
Oklahoma City 


Alvine Rey and his Orchestra 
(in all broadcasts) 


ae Oil Compeny, Inc. 
. Walter Thompson Co. 


sane Inc. (Mistol) 
{cCann -Erickson, Inc. 


a, - Treasury Dept. 


Universal Pictures Company, 
(“Larceny With Music’) 


Warner Brothers Pictures, Inc. 
(Thank Your Lucky Sters) 

Willards Chocolates, Ltd. 
Cockfield, Brown & Co., Ltd. 


Inc. 


*Space no longer 
complete list of 


permits a 
onovox users. 


ATLANTA: 
Main S667 


2N. Gordon 
Istome 3949 


$22 Palmer Bide 


with which it expects to con-| 


made | 


Increased quantities | 


made after the first of the year. 
% eo x 


fers that came his way. 


the Senate interstate 


Wheeler bill. 


Warren Named Hotpoint 
Advertising Manager 


| 


H. E. Warren F. F. Duggan 


| manager of the Hotpoint company’s | 


advertising division, and J. W. Bug- 
gle, formerly assistant 
| manager, 
ager 
duction section. 

Before coming to Chicago 
Hotpoint six years ago, Mr. 
was advertising manager 
well, Inc., G-E distributor 


Times. 
sales manager 


tion for the Detroit 
Duggan, 


| ceed Mr. 


Resumes Publication 


Tribune and Telegram, 
because of a dispute with the Tvpo 


| graphical union, was resumed Dec. 6. 


of electric bulbs will probably be 


In an interview with the United 
Press, FCC Commissioner T. A. M. 
Craven whose term expires in June, 
said that he had not decided to re- 
sign before his term was completed, 
although he would consider any of- 
Commis- 
sioner Craven has spoken publicly 
against the Commission majority 
before the special committee of the 
House investigating the FCC, and 
commerce 
committee considering the White- 


Harry E. Warren, manager of the 
refrigerator sales division of Edison 
General Electric Appliance Com- 


pany, Chicago, has been appointed | 


with | 
Warren 
of Cas- 
in De- 
troit, and handled appliance promo- 
os We 
of the re- 
frigerator sales division of Hotpoint 
since 1940, has been named to suc- 
Warren in his former post. 


Publication of the Salt Lake City 
suspended 


Advertising Age, December 13, 


Postwar Dumpinc 
of Food ‘Out,’ 
FDA Aid Promises 


Chicago, Dec. 9.—Governm:y| 
accumulated food supplies wil! jp. 
distributed through establi «he, 
trade channels wherever pos: ib); 
after the war, thus mainta) jing 
prices and markets, Maj. Ralp) w 
Olmsted, deputy director of 
Food Distribution Administra ion 
assured the National Food Bro ery 
Association here yesterday. 

Food stocks held by the Arm 
and the FDA, the government’s ty 
principal procurement agencie 
set aside for these agencies by the 
trade, will figure in two importan: 
jobs, he said. These are in helping 
rehabilitate peoples liberated by th 
Allies and in relieving spot short. 
ages in the United States. 

Major Olmsted told the assuvcia- 
tion that plans are now being for. 
mulated by the government an 
members of the food trade to dis. 
tribute government -held supplie 
during the postwar demobilizatio; 
period. 

H. Wayne Clark, retiring presi- 
dent of the food brokers” group, ad- 
vised the convention in his annu 
report that the association had bee; 
asked to act as a connecting link 
between the food trade and OPA 
and that a double system of rat 
| point control might be adopted f 
| surplus food stocks. 

He said price controls have rais 
grade labeling problems “which 
have not yet been downed” and that 


advertising | OPA factions are still battling ov 
has been appointed man- | 
of Hotpoint’s advertising pro- 


the question. 


Brookside Distilling 
Buys Matei Winery 

The Matei Winery of Fresno, Ca! 
has been purchased by Brooksic 
Distilling Products Corporatior 
Scranton, Pa., for a reported pr 
of $1,000,000, and not by Schenk 
Distillers Corporation, as __ incor- 


rectly reported in ADVERTISING Aci 
| last week. 
Earlier this year Brookside pur- 


chased the Alta Vineyards Compar 
of Dinuba, Cal., which account 
-| handled by Henry W. Gann Adver- 
| tising Agency, Scranton. 


WORCESTER, 


Retail 


1942) 
per ce 


NOW 
in New 


alone. 


Massachusetts 


We'll take the 
Cash and let 
the Credit go! 


Take airplanes, for instance. Wor- 
cester makes none. Yet a partial list 
of Worcester-made products shows 
SEVENTEEN airplane parts (from 
rivets to crankshafts) made here for 
assembly elsewhere. Other types of 
assembly lines similarly depend on 
Worcester for vital tools and parts. 
Other cities get the credit, 
Worcester gets the cash. 


but 


This may explain why Worcester’s 


Sales Per Family ($2,246, as 


reported by Sales Management for 


top the U. S. average by 58.05 
nt. 


more than ever a MUST market 
England, Worcester concentrates 


a population of 235,125 in City Zone 


City and Retail Trading Zones: 


440,770. The Telegram-Gazette gives 
blanket coverage. 


We TELEGRAM -GAZETT 


GeorGE F BooTH Pub&isher- 


mA BLOCK amd ASSOCIATES, NATIONAL REPRESENTATIVE 
ws OWNERS ok RADIO STATION WTAG 


= WORCESTER, MASSACHUSETTS | 
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Adver- 


Altruists? 
GOSH, NO! 


We have been accused of pure altruism in our handling 
of this Advertising Age series. Some readers consider our 
pleas for superlatively good trade paper copy and ade- 
quate trade paper campaigns a benevolent crusade, having 


no direct, folding money objective. Heaven forbid! 


The purpose of this series of advertisements is to sell 
Drug Topics space —a raft of Drug Topics space, if 
possible — such space to be delivered when we again have 
plenty of paper and you and your drug trade clients have 


plenty of sales problems. 


As we see it, the best way to be sure that the space we 
will eventually have to offer will be purchased and— 
more important — will be filled with copy that has sell- 
ing claws in it —is to pre-sell the value of outstanding 


copy in an outstanding trade paper right now. 
So that’s why we keep repeating these provable facts: 


1. Fine trade paper copy can boost the effec- 
tiveness of fine consumer copy by 50-10‘ - 
25%. 

2. It’s common sense to forget the small cost 
of trade paper space and concentrate on its 


Us 


huge potentials when figuring trade paper 
production costs and preparing trade paper 


copy. 


3. Today is the day you should sit down with 
your drug trade clients to budget the adver- 
tising money and the advertising brains 
required to deliver the smashing post-war 
trade paper campaigns that these clients are 
going to want badly and want fast when the 
competitive bars are down again and the 
rush for retailer attention is on once more. 


So, instead of being naively altruistic in preparing this 
series, we are actually being pretty darned commercial. 
Frankly, we are writing this advertising with the idea of 
building substantial future billings and pleasing future 
profits. What’s more, we are fervently hoping that you 
are reading our messages with the same practical, hard 


pan objectives in mind. 


Dave Torics 


330 WEST 42nd STREET + + NEW YORK CITY 18 
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Joins Hearst Radio 


Clarence G. Cosby, formerly with 
KXOK, St. Louis, has been ap- 
pointed general manager of WINS, 
New York, operated by Hearst Ra- 
dio. In a reorganization of the 
WINS sales department, Hearst Ra- 
dio has promoted J. Trevor Adams 
Jr., to sales manager, and added 
Jerome M. Layton, formerly adver- 
tising manager of Crawford Clothes, 
and W. H. Losee, formerly with the 
Branham Company, to its sales staff. 


NOTICE TO 
ADVERTISERS 


Beginning January 3, 1944, 
important changes in the 
mechanical requirements of 
ApverTisinc AcE will be 
put into effect. Consult new 
rate card before making 
plates. 


Self Regulation 
in Radio Upheld 
by Niles Trammell 


Washington, D. C., Dec. 9.—NBC 
President Niles Trammell advised 
the Senate interstate commerce 
committee this week that self regu- 
lation and not “bureaucratic con- 
trol” must determine the composi- 
tion of radio traffic. 

Appearing for two days during 
the fifth week of hearings on pro- 
posed changes in the Communica- 
tions Act regulating the radio indus- 
try, Mr. Trammell declared that 
“legislative steps should be taken 
now to halt further government 
encroachment on the rights of the 
broadcaster and the listener.” 

The NBC president told the com- 
mittee that private enterprise must 
be free from fear of confiscation of 
its investment or of bureaucratic 
control of its operations if it is to 


|Trammell said. 


develop new radio services now po- 
tentially available. Creation of 
television networks, he said, has 
already been strait-jacketed by FCC 
regulations prohibiting the owner- 
ship of more than three television 
stations by one network. 

Wave lengths by themselves con- 
stitute no physical asset, Mr. Tram- 
mell said, but our American system 
of network broadcastings has at- 
tracted strong financial support, so 
that without subsidy, or tax on 
receiving sets, American business 
and business methods have provided 
the broadcasting service which is 
now a vital part of our national 
economy and culture. 


Gives Advertising Credit 


Radio advertising was developed 
as a source of revenue and provided 
the solution for a sound economic 
system of network broadcasting, Mr. 
But with all the 
facilities in the world, he continued, 
we still cannot gather together a 
radio audience except on their own 
volition. 

“Not only must they desire and 
like what we transmit, but they also 
must like our sponsors, and the 
products they sell,” he said. “It 


is obvious we have succeeded be- 
cause we have almost every home 
in the country using its receiving 
set on an average of more than 
four hours a day and advertisers are 
spending millions of dollars to reach 
this audience.” 

Continuing his plea for freedom 
of government control over pro- 
grams, Mr. Trammell explained: 
“Our people are an entertainment- 
loving people. They know the im- 
portance of diversion and relaxation 
and no one can overestimate the 
morale-lifting qualities and inspira- 
tional value of our present day 
broadcasting service.” 

The broadcasting industry ac- 
knowledges its social obligations, 
Mr. Trammell said, but “that does 
not mean the broadcaster wants so- 
cial obligations imposed on him as 
a matter of licensed authority.” 

“By throwing a switch and turn- 
ing a dial, there are available to the 
American home commercial or sus- 
taining programs to meet the in- 
terests of all. Every night $75,000 
worth of talent performs on the 
American network radio stage. 
Every day an additional $25,000 
worth of talent works to attract and 
interest daytime listeners.” 


GRACIE 
FIELDS 


“Victory Show” 


for American Cigarette 
& Cigar Company 


moved to Mutual 
October 18, 1943 


the 


move 


RAY 
DADY 


News Commentator 


for Grove 
Laboratories 


moved to Mutual 


November 1, 1943 


is to 


Mutual 


FULTON 
OURSLER 


“The People’s Reporter” 


for 
Metro-Goldwyn-Mayer 


moved to Mutual 


November 15, 1943 


XAVIER 
CUGAT 


“Your Dubonnet Date” 


for Dubonnet 
Corporation 


moved to Mutual 


December 1, 1943 


JULIA 
SANDERSON 


“Let's Be Charming” 


for Lewis-Howe 
Company 


moved to Mutual 


December 2, 1943 


JOHN J. 


ANTHONY 
“Good Will Hour” 


for Clark Brothers 
Chewing Gum Co. 


moved to Mutual 


December 5, 1943 
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He said 65% of NBC’s program, 
are “entertainment.” Figures th 
he supplied for the comm itt. 
showed that 54.8% of the netwoy 
time was sustaining and 45.2% com. 
mercial. Of 75 hours and 14 minute 
of commercial time in the week ¢ 
Oct. 10-16, 11 hours and 30 minute 
provided music; 12 hours, news; 3% 
hours, 29 minutes, drama. 

Based on the company’s sense 
responsibility are NBC’s policig 
governing the sale of time, he sajq 
He declared that the company woy) 
not accept advertising of product 
which contain dangerous or habj 
forming drugs; speculative ente,. 
prises; alleged cures; fortune-tellin, 
services; racing organizations 4 
professions or services whose adyer. 
tising is generally regarded as yp. 
ethical. 

Mr. Trammell told the committe, 
that only recently government cop. 
trol has become a threat to radj 
“The infiltration of governmen 
control in broadcasting has bee 
devious and gradual,” he explaine 
“The more successful broadcasting 
became the more it attracted ¢ 
attention of the bureaucrats, and the 
more opportunities it presented fo; 
exploitation by those in governmen; 
who saw in broadcasting a powerfy 
instrument to be used in remaking 
America.” 

Among his recommendations wer 
a guarantee that radio shall hay 
full rights under the first amend. 
ment to the Constitution; prohibit 
the licensing authority from exer. 
cising any business or program con. 
trol over stations; long-term ¢ 
permanent licenses, subject to revo. 
cation only for specific cause 
revocation proceedings by suit ip 
federal court; deprive the commis. 
sion of any right to administer the 
anti-trust laws; prohibit discrimina-. 
tion on the basis of occupation o 
business in the grant of licenses. 


Newspaper Decision Expected 


Even as Mr. Trammell was tes- 
tifying the commission was reported 
to be putting the finishing touche 
on its long-delayed newspaper 
ownership decision. It was con- 
monly predicted that some action to 
prevent newspaper control of sta- 
tions in communities where compe- 
tition was limited would be for 
warded to the Senate committee by 
the FCC before Christmas. 

In his attack on the FCC, M 
Trammell said he felt no concem 
about possible monopoly in the 
future by single ownership of : 
newspaper and a radio station. He 
said wavelengths are now available 
for additional stations in any city 
town or village and that in citie 
where NBC had stations, there wer 
106 more radio stations than news 
papers. 

The committee also heard Frei 
Weber, former general manager ¢ 
MBS, and currently manager ani 
part owner of WDSU, New Orlea! 
Mr. Weber, a staunch advocate 0! 
the network rules, said the FCC 
should be permitted to hold enous! 
regulatory power to protect rad 
against monopolies, but that 
should be deprived of any say 
programming or ordinary busines 
operations. 


A Case of 
"Stuffed Shirt’ Allergy 


New York, Dec. 10.—Somewnher 
in the Eastern part of the countr) 
large advertising agency, a publish 
ing house or a manufacturer is 1a)" 
ing plans which involve marketing 
through the drug field. 

That firm is in need of the ser 
ices of a seasoned, forceful 
thoroughly experienced executive ' 
head up these activities. ; 

Such a man is available if he ¢ 
find a satisfactory outlet fo 
abilities. He is now associated w™ 
the largest Company in his ‘e° 
His associates do not know oi | 
advertisement. 

He has a thorough and practi 
working knowledge of produc 
velopment, sales and advert 
market research and retail 
chandising. He enjoys contact 
and has access to the top men 
field. 

He has a marked “manage! 
point of view, and to be c 
must be part of the manag 
group wherever associated. H 


Christian in his early forti¢ 
family man and has mo 
means of his own. He comn 


five figure remuneration. 

He is equipped to make a 
considerable contribution to an: 
terprise with which he may be 
associated but he is violently <¢ 
gic to stuffed shirts. 

Interested principals may g¢'! ¥ 
touch with this man by writing >§ 
4460 ADVERTISING AGE, 100 East 
St., Chicago, Hl. (Advertisem eo 
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BASIC DESIGN 


For Maximum Ad«Response 


Embraced by your favorite chair, at ease in the old 


slippers and house-robe, the warm glow of lamplight up- 


on the page—that's HOME-READING. .. . And hor 


. . 7 of 
other Chicago paper, morning, evening or Sunday.” ... 
Certainly BASIC evidence of BASIC worth and 
esteem—and profitable response! 
*For fair comparison liquor linage omitted since The Chicago 
Daily News does not accept advertising for alcoholic beverages. 
FOR 67 YEARS CHICAGO'S HOME NEWSPAPER : 
ITS PLACE IN THE HOME IS ONE O1 al 
RESPECT AND TRUS) a 
2AILY NEWS PLAZA: 400 West Madison Street, CHICAGO NEW YORK OFFICE: 9 Rockefeller Plaze per 
VETROIT OFFICE: 7-218 General Motors Building SAN FRANCISCO OFFICE: Hobart Building ‘ it 
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Condon to WGAR 


Maurice J. Condon, formerly pro- 
motion and publicity manager of 
Station WGAR, Cleveland, until he 
was inducted into the Army, has re- 
joined the station as assistant sales 
manager in charge of local sales. 
Mr. Condon recently received his 
medical discharge after serving 
since January with the Air Corps 
Intelligence. Harry Camp is sales 
manager of the station. 


Appoints Wittner 

Spence Engineering Company, 
Walden, N. Y., manufacturer of 
pressure and temperature regula- 
tors, has appointed Fred Wittner 
Advertising, New York, as advertis- 
ing and sales promotion counsel. 


First Choice 
of management men 
for business news in the 


nation's greatest industrial 
crea... the Central West 


60,000,000 Cars 
Predicted for 
Postwar Period 


Service Station Men 
Told Auto Is Key to 
Big Opportunities 


Excelsior Springs, Mo., Dec. 7.— 
There will be 60,000,000 or more 
automobiles on the nation’s roads 
during the next 10 to 20 years and 
service stations, in meeting the in- 
creasing fuel and maintenance serv- 
ices required, will develop a new 
and enlarged business pattern with 
greater stability and far greater 
success than they have ever known. 

So predicted D. R. Mackenroth, 
general manager, retail stores divi- 
sion, Goodyear Tire & Rubber Com- 
pany, Akron, O., in addressing the 
postwar planning clinic of the Oil 
| Industry Tire, Battery and Acces- 
|sory Executive Group here last 
|week on “Retail Merchandising 
| Through Service Stations.” 
| “For the next 10 years the auto- 
mobile will be the key to the great- 
est business opportunities,’ said 
Mr. Mackenroth. “Even though 
| postwar studies list airplanes, radios, 


electronic devices, plastics, prefab- 
ricated homes and many other lines 
as leading in public interest, it is 
my opinion that the automobile, the 
truck, powered farm machinery, 


trailers and portable houses will}. 


lead all others in both expansion 
and in total volume of sales.” 


Becoming Integral Part 


Better automotive equipment and 
easier maintenance will throw the 
greatest share of servicing these 
machines onto established service 
stations, he added. Describing the 
transition from the gas pump to the 
super-service station as a functional 
change, supported by consumer re- 
quirements, Mr. Mackenroth said 
that out of the many varied pat- 
terns of service stations today, one 
dominant trend is apparent. That 
is, tires, batteries, maintenance 
accessories and their related serv- 
ices are rapidly becoming an inte- 
gral part of the service station’s 
operations. 

He warned that while some oper- 
ators have found that non-automo- 
tive goods could be sold, such as 
radios, electrical appliances, sport- 
ing goods and household items, they 
should be added “only where loca- 
tion and all required facilities are 
on a par with successful competi- 
tion.” Retail merchandising plans, 
he added, must be based on sound, 
factual knowledge, “complete, prac- 
tical and swiftly executed.” 

Raymond Shaw, president, Chek- 
Chart Corporation, Chicago, pointed 
out how “balanced selling’’—a plan 


*16,000,000.00 


SHOULD GO A LONG WAY 


— BUT 


IN WICHITA Kansas 


MORE THAN SIXTEEN 
MILLIONS IN RETAIL SALES 
ARE CONCENTRATED 


It's easy to see why Wichita, first in the Booming 
Southwest, second in the U. S., is your number one 


radio market. 


KFH, that selling station in Wichita, 5000 watts full 
time, can do your sales job in this rich market. Remem- 
ber, too, that Wichita wartime industries are peacetime 
industries — you buy both the present and the future 


with KFH. 


THAT SELLING STATION IN 
, RICHEST 


KANSAS' BIGGEST 


MARKET 
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WICHITA, KANSAS 


CBS 5000 WATTS DAY & NIGHT 
See Any Edward Petry Office 


calling for sale of a definite quota 
of accessories and services for every 
5,000 gallons of gasoline sold—has 
benefited the service station oper- 
ator, and asserted that “never again 
. will dealers be able to exist by 
selling only one phase of transpor- 
tation and ignoring the rest. 

“If you don’t help your dealers 
to meet the demand for intelli- 
gently operated one-stop sources for 
all transportation needs,” Mr. Shaw 
continued, “then your competitors 
will steal the show and the brass- 
hats in your organization will be 
asking some mighty embarrassing 
questions.” 

Paul G. Hoffman, president of 
Studebaker Corporation, South 
Bend, Ind., and chairman of the 
Committee for Economic Develop- 
ment, warned that within the second 
year after final victory there must 
be available from seven to 10 mil- 
lion more jobs in the field of pri- 
vate endeavor than in 1940 if the 
nation is to avoid the paralyzing 
effects of too much unemployment 
or too much government employ- 
ment. 

He asserted that a “goal of a new 
high, peacetime level of business 
activity is attainable,” pointing out 
that the nation has the plant facili- 
ties to produce in record volume 
and a greater pool of production 
management and trained labor than 
ever before. 

“But, also, as the result of the 
war,” said Mr. Hoffman, “our dis- 
tribution system has failed to de- 
velop in line with our productive 
facilities. Consequently, we face 
the tremendous job of bringing the 
two into balance. However, because 
the sales and advertising executives 
are among the most brilliant and 


resourceful people in America, I 
have every confidence that in a 
short time they can accomplish 


their end of the job.” 
Batteries Are “War Proof” 


Herbert King, vice-president of 
the National Battery Company, St. 
Paul, Minn., declared that the bat- 
tery business was found to be “de- 
pression proof” in 1932-33 and thus 
far “war proof,” with sales steadily 
mounting. He said there probably 
would be enough batteries in 1944 
to meet demand, and revealed that 
WPB Order L-180 will be revised 
to permit production in 1944 of 
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110% of 1941 sales—all-time h 
for the industry. With the appr: vq) 
of OPA,.he added, battery gua) jp. 
tees will be reduced Jan. 1 4 
schedule approximately six mo) th; 
below present guarantee periocs. 
E. G. Hirleman, Cities Ser; 
Oil Company, New York, wa; 
elected chairman of TBA, succ:ed. 
ing Charles A. Johnson, Ohio (jj 
Company, Findlay, O., and C w 
Henking, Pure Oil Company, ‘}j. 
cago, was named secretary, «yc. 
ceeding W. J. Kinderman, Ph lips 
Petroleum Company, Bartles\ lle 
Okla. Section chairmen name, 
were: F. M. Rider, Lion Oil Refip. 
ing Company, Eldorado, Kan., rep. 
resenting the mid-continent «reg: 
Marshall S. ‘Pease, Tide Wate, 
Associated Oil Company, San Frap. 
cisco, the Pacific Coast, and Mr 
Hirleman, the East Coast. 


Machine Tool Firm, 
Detrola to Merge 


International Machine Tool Cor- 
poration, Elkhart, Ind., will be 
merged with Detrola Corporation, 
Detroit, under the name Interna- 
tional Detrola Corporation, effective 
Dec. 31, 


Joins Free & Peters 


Harold L. Behlke, for the past 15 
years with the Chicago office of 
Better Homes & Gardens as ad- 
vertising representative, will join 
the New York office of Free & 
Peters, radio station representative 
as an account executive, starting 
Jan. 1. Prior to 1929 Mr. Behlk 
was with Liberty and the Flintkote 
Company. 


Hoffman to Kraft 


A. C. Hoffman, head economist of 
the War Food Administration and 
formerly with the OPA food price 
division, has been named director of 
economic research of Kraft Cheese 
Company, Chicago, effective Jan. | 


Makes Agency Change 


National Distillers Products Cor- 
poration, New York, has announced 
that effective Jan. 1, advertising for 
its Shewan-Jones Division will be 
transferred from the Mitchell- 
Faust Advertising Company, Chi- 
cago, to Jackson & Co., New York 


TO REACH AMERICA’S 
NEW INDUSTRIAL 
EMPIRE ... 


Largest Circulation in the South 
193,592 Daily and 247,384 Sunday 


The Atlanta Journal 


NAT'L REPRESENTATIVE: SAWYER-FERGUSON-WALKER 


WSB e THE ATLANTA 


JOURNAL 


JOURNAL EDITORS AND COLUMNIST 
broadcast their "Views of the News’ nightly over powertul 
50,000-watt WSB. As a newspaper's editorial! influence increases 
so too does the productivity of its advertising columns 


RADIO STATION e $0,000 WATT 
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Picture in 4G puddle @@® puts new interest in the stereotyped scene, affords 


new aspect to the ordinary ...Is your advertising ordinary, with little allure for accustomed 


readers? Give it glamour with gravure, which reflects any product in its choicest role, showcase 
clear on detail, too . . . mass reproduction without mediocrity! With a great gallery in Sunday 
gravure picture sections that get 90% plus readership, preferred position with pictorial 
recognition! Metropolitan Group made gravure national ... put 94% of all Sunday gravure 
picture section circulation in one package—23 major papers with 11,500,000 circulation, covering 
half the families in the national market... A list of any ten earns low-cost Group rates, matches 


media to market patterns... Ask any Metropolitan office to picture the possibilities, now! 


Metropolitan Group Gravure 


Baltimore Sun * Boston Globe « Boston Herald « Buffalo Courier-Express « Chicago Tribune 

Cincinnati Enquirer ¢ Cleveland Plain Dealer + Des Moines Register + Detroit News 

Detroit Free Press « Milwaukee Journal « Minneapolis Tribune *« New York News « Philadelphia Inquirer 
Pittsburgh Press « Providence Journal « Seattle Times « St. Louis Globe-Democrat ¢ St. Louis Post-Dispatch 


St. Paul Pioneer Press ¢ Springfield Union & Republican . Syracuse Post-Standard ¢ Washington Star 


New York: 220 East 42nd St. « Chicago: Tribune Tower « Detroit: New Center Bldg. ¢ San Francisco: 155 Montgomery St 


DV ee Lt ee 
i ae, ** > at AR 5 _ 
igh *- ; : : 

Tova } 

aran. Oe ae er eet 

10) th Bi? Seam Pane amp aa: 

“a8 me ey ~ 
+ - . a ‘y 
Pri — ae 
Vice - 
Vas 5 “a ny “in 

-C ad. ; ; tee 

0 Oj] . ae eee pre, (te 

© Oi oer ie ae a 

iw. W ! = are: Saree hf popes: ere tty We ER ; ie a eS } Bip. 
. ine ones Rais. eae Reatard a. 3 as te ee pg te ; = 

h ogee: Sema Oe an oe a | | — 

ls ep ae es. rte es Tees pec SE cae ae ee Beh are lt EN a: EE ap ; : ae 

Be ee ter ear oo ae ae aa ris =a ot Sees Boeanas tS siete et — - scence 2g lle 

uc- ee bo tego eas a hoe, Sie hs a ae a eh fo Bremer eg . ame. oe ee : Meee 
hilli oe : ig eae ay #53 —. ee 5 = Aen ae, a ee Se h —: = see eee ee 
Ips ‘ae Re sory a en 2. Waals It OER , i ee 4 as es Pe i: oath So, eae oe ar fant Poy ee al f : et ee , ee mg) 

SVille ee. r : Reena ry. et Se aon i gi aes. ay se is a eas Speer pvreee Se Bae a eet, oe ee gost A 6 \ : + a : ; ee 

li : 4 f babs = pee ee aes : ee Oe Pare hero ee. Bae ieee > 1 ee nk ee ee eo + ae i ag + Rate oe \ a a 

ee oe S. he Ws ee C25 eer ona eo eee aes vee ny << Pee ee = =~ ae an eee 7 are: See deh? a ae ae a i — 

R ned et See ah oe ae a P eg Big chet cage = a . a ate et. ace ay ‘ ater lie 2k ay ae es ee 
eS ee Mee cee Waele pee Ae all et A Sa Dex 4 re 9 ae ie mg : eke tela cae lla ceil oa aN, ON a eal ? ne ane ; Roe ae * 
= en ees \ ae? a eee — i ae re cf ee ae —  — ey i oc =e 

» Tep- an “= bast ie er sera hes ihe Per ei.” ee Bs ee ae as, go : . % “i aa - — - ae - zig pe SEE caus : ; 7 ei ‘ : a 

ee Baer ph: sada OS SC << (ac eee p § : Ms. a ae ™ Pie A as 
rea > cn re fost me ss “4 oo Be oN ee eee ay = 4 ae niet! Leer Se og ae an ay a ote ad :s 
t : : Pei. Paid nacre ve Peri Bo ar ‘alee ce ee ons te ai ae aa : se ated oe aii om ae aoe F ns = aan =o 
K . es ere Py aoe a a et, | Re Nr ey aes 2 a : r a Ae F : ce) 70 yay a in a on a ae ular j 
V iter Pea: wy. Nee Lees ioe “9 “Gar are os ey = gS peak 7 a ser al lo Fidei pags oi ehh pee ie el *, on ads ge a ; ab ona i " L oo ae, 
; : eee ae ee eat WP oo eS : J int § peas 8 a 2 ‘ g ae. - . ~~ ~s a a Paes: mre: aa pai ae y eee s = 

Fy q sa ee ; 18g. iiaden: aS eA ne Braet al a Safi ee >. eee or ae sh pegs 1) eu, , bait woe a ee aes oe - E ¥ : = ke 
an- ee eT — ise ve, WR Cane ae oe oe Banas jane ae “aaa ro TE gg LS ar el wis eg ae i ee ae ae : ia 

eee oe a zy ieee wetae Ss Ske Ca Pit Ce a = pe ee ae racy oe - | Seep eon Sore < ally age fate! Z aA, 

im oe Sa J ee aoe eee OS . ea < ree a i ee ee: aN : ; 

“ir Capes oe RE ? See ae Ree a eee ae ‘ eo et ies ’ dia thes a : ae ares « is : a ee 2 : vy" 
i Galea, ma ls ‘Ree ee uci 2 "atacand tates. a : “ g een whe gee ne ae ; | TS ae a ee “at ig eee oF : 
ks Soe on ha 5 a cer ¥ Se Lae fe 2 eae ta 3 a. neared Pe, ee 9 eet i. ee nee ee il ae | re Reade 
Se tt RE Dog eee eres ; ala? aera Fit a ae ) a aa Ae ae cet oe ee eae ) ee 18 2 Sa cea ne : yt ay ; a 
a eigd e eee ‘ Reet try. Mend : a a mare a he Scie See a ¥ . he ie. 2 eve 
we "RDB 5 riper 8 ce a eee secs a Saal eo, Mes ; ania Ng $ a OE ES Retin. ee ages le. al Se ot ** 
Pte stk EI Sl ~ Pas pac oO ee W aslee aS hae of raf ech ey: ae Le i i % =, . — RE be aa ae ; ei _- ae * * : 
ace : * een gs fn RE is rene ¥ agaairree et ee ae Be Ns aii ? oS aa ot cnet a on Rey's i ae: Ps xy. gi Se ae ve ,* et dis sie isesoea ice = — a : cae 
ae Ba ee bi jee ae. hy SeaTac i ae il a ma oe Caam ne a #8 os ey ; : aap TV og a3 as aus om ef x ee eas - Otten eae ae bie 8 Jelly 
i ne ; bs ee fer : cule ioe 7 “ k ty Ae (vials ie aia ———— i's Ri 3 t Pk i % ‘ ‘ ier : _ ‘eng cd See A put 
La eer Se ae ae ee eS ee I ms fei at : 
ae ee a” Ages Ries ote ‘$a ses ; Pte S ope a6. 0 he eae Fe ik tae — “3 Sates amass , ; ee a De ae 
Le | US Sey a A ce ee ay Se e gs! Oe, sr 4 os ee cae ; ee ee at ‘i J is a q ee oe re ¢ wee a 
Sate ae : we ea Rater 5 i om, - mate Rave So WV A wee a. we vies Rane al (a . & = ee Fas a Coe al e ? eis 
er, Re 32 Pa oe g eo ae eer hi % iy a aoe aie in ‘ie aa Auer a ergs a. 2 ae me ate Bae shits. «f : ae iti ee li. | OE es Et ae 
Sa eeaee Pak > oS OE, ana . ae ; coer gist , ee Ret, cael eset wr 5 ia —— aad & = eee a ae aes ore i 
a Lae "ee a 4 ae aes P me ee ae 5 ’ we: a pene ; ee cn . ed a _— iiss a . DS ee a Le i i— = 
ay a+ es a ae Boy: ‘ : ‘ia _ aia eae 5.5. allel eee ees Ce eae Rs 1 prea - is% ‘ - oe ae . a & 7 da Get ak 
7. foe ae se”: ; bigs i: nes ee io ere er ea ea i ee ae etic ' hea ; wT s 5 a =a a oe ; ont 
Me ; a q een mer . i. rl — > ey toe ts, oe oct pee se : ‘ae is ici ae WAS Sse : E pe ae: a a e. : ‘ — ice 
—_ i, Oe ee eae “<< ea ‘ ‘en agree TE a 2 s ; Be oe coal ee ee us Owe 
(agile Ta * ee ae , See ee vg hs 5 a ae 2, Se oe oe oe ; lal eile : 
7 1 bai sie Fe eT no as ee ies oe i Pale ee meee q : ee aie are ies * F Fos 4a 3 ea a = 
a <5 a ots Spee Sn Hil ya - a Re i a Bee : iy ee ? oh Co as Soph Eo gic Stel : many Sethe 5 ET Ns ee. eR . . ae 
pes eae ae — : bas . a a :? es. : aes : Tey Bs eee ae 7 da. ei rape Pete aie a tee eh oer oo, 
ee 5, RE re ae “MS —, ee tect aes lag Ceapoms nae ae ee sak ee a , an ‘ a. | oo Fs : sy Pier ae 
m pe Py i, Past ist i, Ry «<a * a, . i sos ae. ro aioe. = Sta Sto. sires he. : te ca Se _ cae ae ; as : : ed é 
— << Re <o <a Se ae By me pot Ss ae hone MND: Fa ee pai ts, bat ta ay it » ee a Teed ie 5 ee a 
r ‘———— elie eee! e ni Oe ee a eae Rs es et ee Be as a en: aa i a b sbil is ec ae ear ae y, 
i. a , ovis rie: ee E. wigs , — A de Sea _ no Bie eee, bee Nee ct te " ge He am re. ote : 7 ieee ‘ ' 
; agen ag ois a patina ‘ Spar ce a ae PRE 5 ll sl ie eo Se re Pale ad a ale. 3 (a Xe 2 3 
: a a, ys! oe Soo) een We eh a 54 ‘cli ae - peer ee J ede fn 5 or a eee ia ; ie 
if s ie ag ; fe m ae x age oe te bi mmc ith Ri : Rae i ae ee ee rit 5) resis 2. ‘ = 
es a ae MegkhS  . E ce 2 ee pity 2 a eae ie. ne ples AR Pads, = Mee eee ae ite : Rei “ ee ae ; " 
"hea ill seg sas ee ae Pisa renee a, - eee ae oe 3 ae apie tere oe =a A eee Bei = — Lo ae" 
sai a ea a 3. pat Ts oe Oi Pb a : sae oa lee Ria Ms i ee oF Wea Re or ee _ oe ger ae fs. 
OE. gen or a aS cmt: soo eee Se Z Bist shi ae se oe Ein cheaters a. Laer SS : Lota ene pies) 7 ae Sp ay Sih ‘ 
mee Fe ie : ao o 3 RE eae 93 gee Se veg ee Bao «. a ae ane , (a Pee e aia 
wis dl " re iO Bs i I bo he paar oe ae Shae a a Pes as —— . ae Pal ae en 
eae GES a OME Genes bie 2 eae tea et ees ie 3) ae a «Neg " ‘Cage sm ee 
‘ ee tit ic gamete i ities ee es oy aos BS ants pete 4 2g a i ia ree Be aie —_ ae ga? ais >: os YES «5 Pay ; 
+ oh CS ae Bos sca a Pe tres ero Ramarers ae rae ie tae, 4 PRE Ce) : : ~~ ‘ Maiti - ° ea 
‘ Pe oe Simla F<") eos : SS nee epee 2 22 ac M ae fee ee oa — 74 2 a 2g. 4 in 
a = i oo ee Deen: eee Wee gc a es Be Fens ; F ph ae es 
ee ee en ae ee ce eS . 3 3 es ae 
id 5 aN Ne, Baars ee fs oe ae eas Bho Dake ence sf ae aR 4 a 5 A ie oe Ae | 
4 Bee eee a a aaa Se | poemenen.” % Pee 4 ae ge Sara a ig : ye ae oar , . 
7} Gola m Oe ee Aas: Set. me games ees. RS es. toe 5 eras : ° 9: ee > : cs 
ee: ca ao ae Ke Coe. SM a nga. Bes ee See ca sata 7 ne 4 “gaa ie ens “a ae 
i“. - : Pre oe a . Pa f ie paar Pe eee os ok ae One et 4 “ae * eRe cg Ooiey Pie poet 
alate ana. be Deets ee eee ie Piss es Si eae fa CR gee are are = umes “s a ores ae ae 
Ren ar Le, eg i ie se, % ; ee eee soe 1. g ae a ‘ 3 bare eee ia 
eet ee Rh Aa en om ‘ fe oh eas my ae eS 4 Cage? —— eae. : a F d : aed f spesie : 
ee ee ee ee se i RB ee 
me Py as as Na aa a a a he Die otto ice SE. a Re ww ee : a ‘tena qe am er a * ¢ Seeks? pe Cer. a 
Re eee DS ad Oo ie ete ae a. cone ok os. apa  . sae 
mst a ha 5 be a Ae ee Re ee Poe: ag i. se Aa Re oe e i om < ee = i Z —: er eo a ea e Mgt, pace. i 
aes # a we ge a - ad a : a aN r i Sg ed 2 : 7 wey pa — 
j A eget Cue ae : gate a ~ or oe a ileal a a ce ey : 
; x Ne a — , . " es Se wee ee Bc ee ll 7 ‘ se ! “eee 
: % al . ’ ve vee Om a ic Ze hicks a oi . ae igh? bes 
gigs a et eae ee Ft. . . f 5 ° Ay: b, 
. i be aS * : on. Ge 9 pte Saas + — “ wt & E. 
tes Sal ua ae ee gy Sate in aa 7% *, m < “ 4 Pag J 
: ng wii Be aioe 5S ‘a ee hs an are rae ‘ sia . 
“ es sins 7 i aT alla ee os te lee ais * wey tet ’ j 2a 
ee ee Y A . R : Sta ae eee ee oe oo os » Nee a 
Ie Somes eae A pF fe ge : Es oer enn aoa a cs as! a ens ar ays : = 
Ramps eS dt a a ee ‘ PERE 4 ; Pe ee og Bo: oe : i Re ath ‘ * YAS ae m ai ’ Sea 
ean Cel ee Ode Ne ans: et lig sa A235 lll 3 J a ee * pe ae i ‘ oN i J 
a i mR ewer a he . a’, - ‘ ne ahs Fe ae 
ye a wa RE Ie ‘<i Re 5 os = : gc : ey aie 
cdot eat ees aS 3% . & s oa é ee c aa: oo 
> ee i en ge ae # $ ts ot ee Aid Pe 5 . a : 2% x aes 
wee va eS Bes — AS orice ¢ sities ner bin ao i. P S. <=, 
aes ; a ia 5 gr 5 i i oe ae " ar P - eo fo 5 y “a 
ier: b a a ba ; $ ee i * oa oy ai shins , bos 
ACh, Dee | ce Mee t' q E x ~* mi) a ) ; ‘ J ae. ie i Pe ae he Lal ‘ \ 
Lc Ame meaner! <5 ie Lin Se ea ae Dae Sea ——e eS ee ae —— Ag ee 
a cee Sa ee ot ‘ i he sek Catan Riga re Be a : ae "otha aes eT eer tn ae iia: co a oi 2 aie, WA “ae yeaa a gis aa 
> rag ee appre 4 sh ae ca Nee. ae ES ae aes ies NE cae Sy «Zea + rr . gee = 0 a ee 
Be i Hans ce te ae ¢:: Pres e." ee oe nes: ; Se Re BF os ae EE wy Boukh a = a ee ae 2 ee , Be ie 
Dat: $e he oe ee Seer ed Se as. ial = we Ce Se ss 
: ‘ ge eae mrs a? bcs vas ; bs ae Pate mi Page Se é x ae 2 : ; on oat é é f : : ig 
i ee ae ee 2 agen ae ‘ ‘ se Ber hae ee Sb es ; 4 —— ee, F Rares a i ae 
* 5 gk ie x if Seas Sel A : ; eo aa . see ae “ See. ie 3 # “ " E Wert ep os Pegs ie } Sad PS . * ? “ 
nae Pg ce ma Ceti s “ah, tae apes < eS By Fe eee ‘ m SNe é i 2 ais IPS TIES ee a ia en. Mee veal a a é Sy a : J ‘> Pity ; 
‘i ca a é bak ios Ee seo is ue aba) * os ee Pn See eS Pe ae + oa el Bi coe ‘- : ae ed i i 
- Peete ay Me mc¥ Sr tela sa Wee teas Saha sh hha neta igen ae 4 a eg — > on ibe er ie : je, SP ina 
3 #4 ae ayer he a ST ee Se Organ oe i best ae ms Pa a +45 B FOS : “Oe 
ae - id * . pare: : ‘5 gee ; : “EES eee aa Pi eats ee te ea Sat re ‘ane * ae co! ——— , eae ; rs e 
— ee a ie ’s — * oe ae Or ia caer ae = 2 4 .: ae Bae. ES > a 
eee pa ae he te UA Se Be ae apes 5, a ee ee eae. Mee. & 2 : 
BE si ae BE Sy RE Ee ee i ee ee A ae i cee oa Pag 8 Ai 7 
3 a So oi ae Vee ss ‘ ‘ase pei Bre ie ae beret Ne hae : ‘ am a aa OT a : is | ta Bay ° 
‘i # eee Ae 4 i eee. ms BY Deh ZS : re ‘ ie 2 ae * <td po ya ; Gets ae oh [ as , ae + te, he 3 # es oe “ 5 
a 3 Ble. ® Bs Sag are. y Be OS ee Ree ieee ae ee Pp wa ae 3 x aie Ps é os 
: sm pee roa i ee he se i Stace mee et re seat a Soe ‘ 7 Os > nn i. rm) ’ 4 sn ees: . -" 
i 2 al Be ‘es Be ca toes, ae 3 agai iis Ao BA eres ae Sig oe a eae ates ‘ J P = es p i spice ath snes. 
, Kee ne ae | : te: Oe hs Ren: ees cine ity pote oe ee e Cay — ae BS NCE Se a 
Agoeey ; ‘ 4 a Sa. os ¢ cers ieee Ch al 4 "geen Wes ¥ ae ae a ae 
cme” ? aber s e at a 325 CH REY es TERR DS Soe ees t ts * ae ; gi me eae ‘ Bay 
rm ee ae aaa 4 iis “ ane ; - an 2A Raine a alae a AE Ro “ee ar =>) ee . i= gi ie Be kre ar , ‘ee 
Be age ae ic : oR Mic OMe scares eames. Fates Et “ee rey ie ER ae Siets sean TS ee Be i | ame 
‘alia ei eS Um Vn ER ti : de : Sr ee Sy Ket ond : Tees re ae Peau IRR ahaa i if Mein. te & ; “iptee 
ee eee se, She Sept a “ 4 at ak ca ake Ww pe af on Ps ae fiat ' $s je ey ES 1 ae es mi Ba se 7 i : it ee 
S. REE ro aie rs hg 8 Cre er es sabe or i eee cae et Re re pene ih a a a ew: ote a ERA ee ge ety P ; 
ae Be Boe es : i OOS Ee a secret ees ne Ce eee Or PS Some ath as ae ae Ca aa Bl alee a SeK ea bs ilecn ete a ‘ d brs 
4 mae? + 4 pause 4 eS. Si ee ee i. ae an. at es j ite ave Set ata : sale ’ Ye. - ie ae ae. . ae Ws 4 oe: eso : 
“ es PS ce : cen : 8s 2 SSNS aac i Bape rh es i as ee ome Pest sec a a ee pes a oe ey eat - Soop 4 % 
ee” ie oes * Be asf eeu erie wee Sy eaeyhale ating st Re pi oS be ica aor ee | “a | 3c oe Re ip igea : 
= 2 Se Bs te oy Hi US Na a Baer al Pie she Ps ah aA ee i eae rele fe 4 ‘ E — - te r is re ; 
‘ Ree ae Me -s see Diaries et xe ere wig aie aca. Sey 5 y - . P's te ae) Rae : : 
sie - elon, * ae et t ih . aor de SORpeP ie” og Be sak Parc aes eae q ety pena ; we, a ay 4 — ——— ; Se a: ¥ ; . : 
fe E hh a NS a * oie tea aie er PERE fo < oe Ki pis es : a Ban : pt 5 ee aie ad 
ee SE eh tet ee 5 Ee Lae MA le S 2 fecha es ae a eae 7 _ i 6 a ‘ 
ek eK ‘ ee S wee Ey opahess , o et Tap eee oe pat ae Ree: nage 8 bee ORs, as? oe Je mes a BS ; : a = bx aH , J her 
eae Ss caer é ¥ : oe ii cl ater Mg Geuh Mth 3, See ROSS ae a i ie mg te i & = 
e Mn ve ¥ a Sie i . te ae = at eee re + a % Sere ee aS oh a r = ‘ ee: R ee” 
a ~ * Reap ae : pes se ‘se +e ra ack 4 oe es ; OS a PEL BEE Seer foe dye is ms ye Be ‘ Eiie we ‘ be ps ere ae ca ee sip ‘ : ime F Bi, 
eae o oe ROMS SEN acd OS See : as RAL ra Se tier ee Pee _- exe Re Mebe Pace> t a BaP oe ie Fr 
eet * See) et 5 Sa ss rene Ee ed akc cy r 4 sR as Be ae bys See : ae: is: Righ Y tid é a ee es ; ues : : : 
ae gre agg es 3 ne ao Pe, 8 os 2 ef Sr Se ee js esd. ate Pha ; “ Bits <>. “aoeg ‘ ‘ a 
mes 5 ae Pe a Tex ae ae a 7 rife * j Me ie sO oad Be 2. ee ec bes igi es Rs Patan Ore ee one aie gis ae 
“scam 4 eka si mae ee Samet Ss = ) ike hes Signet “we yee <5 4 ; a ti ong a eae VAS ae Be Bist, ny met 
me Eh in i nedets Santee aaa eres, ge ails © ea he mS ER as Tad SRE be “EECA ES ye a . 
ae : 2 ag antes ch ete Bere ty > ale aa “ . ates ot BR Gets ae ce asd — J eager ees ny ; ae ’ le” he sedis : ae 
: ak ns AN one ae ery: * ee ee, Pag Se es eee ia SNR ) fei a ae : al ake oe Peete ‘Se 5 “we Ses 
2 as Sto ee Rifas bs, oS Cie eo i Bs oe ai ae tee ee Re) Lae aa sr Po oa, « eae ‘ge > 7 $t, oF abe sd ie ' 
. * f: : 2 ens 5% 4 age Pe ee ewer Pes oe na et ee ? be = : me , 
Maer: RT er eget eee aks see se fee oe, “ager eer 7 RS hy aren ae es ig Rs yee : % ae - 
oF ‘3 Cite ‘ fe Bs Saeie™ 5 ae a oh a A Poke atl 0 Pa og Bi a GE an Bn a ; rhe See af pes mi y ree ty: ao ae bd : he bass 7 
ee : j a er eee a ae 2 Peg Se oe ss Dies sa, A aes Coe hac ae = ee asus APE Bt os ake a s a ® i set 
Bi 4 Po Eee nee s me es ss ae 4 eh ee te ce a ee ae saree Sse Z : pan ft a met" me o st cgi ey me are pues ae a a ; . 
ae Secs a 3 i 6 aia Re a ae Nae Cerne oe Bese gat ae seo eae a cit eS Se eee oF i he Ie Re ee ee Bg ORE, 34 Su eed ni if 
; ak 4 “ES So PP EGAN SCR ie : ee os sug ots ig Pa | 2 ree io ; 
PE ae ee eR eC eee Bee Re aes aoe ee Be Se ge Rue ie * j 
SR Smee eee Bape Pacts nh ithe a F Bee oe, een ‘ Bh OR Aa thie ee Fae Rn ece  ed ee pam 3 ea ee 
: ’ SE RS Fe eee Pe ee i RIE RS es tae pret ence ees Sais oot ty Fi: BS pha aa BS Facey Sagan nee a al -— a 
‘ < Basics Be On ORS Saray si aie cae pS ee + Sia 4 eae Serko? a, ay hey, ct gas A a 2 ities eae ate PO SS ae Wate, Se 2 a an Bt aie aif is pet ‘ 2 
Sa ee eS no) Oe pe SK, Pe. a ae vee . bok ga ite chee eee eae h i bs shay gears Be OS aetna a ee Paes 9 
: i Ee ee cay Be ee eee aa as ; Be a a a ele : iS OS Sf ah ae ees BLURS Pe hry Pe ie : 4 
i geas chclake as ea ae sets i ei bed Se ee Ee Pe Beer EA aaeegemane vee a 
$ Pte reer sa I ii bin’ 4 EN eee y as : Sede * os ome er 
> Re N EE POF, be Re Bs eae ae Feet eres ey Fan ma i a) 
¥ = oa Hg a4 se zg oe ae Ae a > # ; a 
y ee tee Se | 
5 - ° bis <2 Pee 1B ts ie ; * 2 
; ' : Sis 4 gee 2 4 ; ie 
_— - Se ae ES aa ee ‘ 
. 4 _— Aivegl e. ‘ ane ape * 3 a Pes 
aoe oe at = i > ba 
ps. ae x = aie aa 
. s _ : one = 
i 4 
3 hee i am A ¥ Be , oy 
ee oa re Fie Sia. 
‘Peast ise 8 Be: Wes: ‘ a) ' 5 ane? 
> ie Pea: : Se * gap seit ' as . 
ee oe es Be i ae ue 
y “ae, eg ——— oon ‘ 
tale ae aay My ” 
,, ra ay Eo Ss Hae. ‘ 
" a vie . ew a. 
“——_— wa. Peoria vy By 2 oS , 
$ se Si a 
: es ey ee 4a a 
, we is? ad 
‘ Sef Ea Sirs ac 
ra ¥. a bP? eee: SE 
+. , ae gem 
0 ao.” eee 3 7 
= = as ek . ee Be By i. 
ai pS My oe ‘wong ag 
Be aoa ’ i 
- ee ae <n 
"ail on 
é 5 a 
. xe i pe 
‘ % Bs 
, ee ¥ a 
aes, me a ra 3 
— 
7 2 Te a 
eax - 3 £ bars 
] ‘ = i a 5 re aie 
’ ’ i * i 
‘ " ; si, aan 
bal , L. cag 
TT eee : . 
3 - 
Lae —" 
# » a ¥ i Te? .. 
Bi < 3 Has 
G : F i 
; ( , : > eae ‘ ae 
; - &) may igs a 
Mae . is a 
2 ag ee 3 r * , . P = 
ey ‘ “ey com a ee, a 
Pe + Pi. here eee ae ~ ; 4 
ri Rigs sei less* & ae eee palate on3 ——e 
te) are ; Mi ns a Nall ; ‘ Page a. 
i ee i iis ik st = 
1 3 c% * ‘ ee Slee, OF ‘ Co Melee es x 
. Soha the re oh gees a ; 
A ete eS Bd ak i oes er tad ¢ ee 
AU , : 2 a! Wy ae tee ‘hee aie D6 ead es Sa 
ea 3 * ¢ ai coi ma” ud PS pes ig - <n ee 
— Pets ee Ss ‘ ee ee \ ae 
eo ae . eae, . ‘ Been. y 
_— ‘ eo of gage e Fei Pay e ee = : : ee; * ae 
aN ¢ . ae a% = . » < aa 
” a. tr wt 4 y y Se ee ¥ i , ied ee a ere 
“= : ; e os P alee, : . ge 2 ye pet . ple & 
a eS te he , x a eg ce ele os ae a 
ee = i A ad > ea 
my = ; — oe a i ot 
Feil ef Poe ase, 
> ‘ es 2 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trede Merk Registered in U. S. Patent Office 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Member Audit Bureaw of Circulations, 


Publishers Association, Advertising Federation of America. 


Associated Business Papers, National 


Vol. 14, No. 50 December 


13, 1943 10 Cents a Copy, $2 a Year 


Published at 100 E. Ohio St., Chicago, 11 


(Del. 1337); New York, 330 W. 42nd St., 


New York, 18 (Br. 9-6431); Washington editorial office, 1226 National Press Bidg., 
Washington, 4 (Re. 7659). 
G. D. CRAIN, JR., President and Publisher; S. R. BERNSTEIN, C. B. GROOMES, 
O. L. BRUNS, Vice-Presidents; B. G. REHM, Treasurer. 


Editorial Department: S. R. Bernstein, Editor. 


John B. Miller, Managing Editor. Stanley 


Warren L. Bassett, Executive Editor. 
E. Cohen, Washington Editor; Murray E. 


Crain, Ralph O. McGraw, E. C. Hall, Stephen Booke, Irving Genatt, Frank Hicks, 


Associates. 


Correspondents in All Principal Cities. 


Advertising Department: Charles B. Groomes, Advertising Director. 


Manager Sales and Service. 


J. P. Dobyns, 


New York: Carl Doty, Eastern Advertising Manager; 


Maurice F. Lunn. Chicago: O. L. Bruns, Western Advertising Manager; J. F. Johnson. 


San Francisco (4): Simpson-Reilly, Ltd., Russ Bldg., Max Hunter, Manager. 
Garfield Bldg., Walter S. Reilly, 


Angeles (14): Simpson-Reilly, Ltd., 


Los 
Manager. 


The Transition 


We have been talking for a long 
time about the problems which 
manufacturers would face in the 
transition period represented by 
the change from war to peace pro- 
duction. It is becoming increas- 
ingly evident that we have already 
entered this period—not for all, 
since the demands of war will con- 
tinue to be very large and to de- 
mand unremitting efforts to main- 
tain supplies of everything needed 
for our fighting men—but for many 
whose facilities are no _ longer 
needed in the military program. 

Easier conditions in the basic 
industry of steel and metals manu- 
facture are already in evidence. 
Steel predicted in its summary of 
conditions last week that steel plates 
and sheets may be released for 
civilian production by the War Pro- 
duction Board in about four months. 
For example, this trade authority 
predicts, steel will be available in 
the second quarter of 1944 for the 
construction of all-steel freight cars. 
Other necessary civilian production, 
such as farm implements, has been 
given an expanded production quota 
for next year. And it should be 
noted that products of this character 
are almost as essential to successful 


war effort as those labeled “mu- 
nitions.” 
There seems to be plenty of 


aluminum, and from the standpoint 
of material supply alone, many 
manufacturers in this field could 
easily get back into production for 
civilian use. Of course, the man- 


power and transportation situations 
represent other problems which | 


Display Advertising in Danger | 


Recent WPB rulings forbidding | 
the use of corrugated fiber contain-| 
have endangered the _ successful 
functioning of an extremely impor- | 
tant part of our advertising facili- | 
ties. Refusal of the WPB to permit 
use of any fiberboard or wood pack- 
ages except used material means 
that manufacturers and finishers of 
displays cannot even employ con- 
tainers already on hand at the time 
the order was issued. 

While the display advertising 
field, like all other media and sup- 
pliers serving advertisers, pre- 
pared to share on an 
equitable basis with all other con- 
sumers of curtailed materials, it is 
obvious that there is no equity in a 


iS 


shortages 


program which will completely 
eliminate this type of advertising. 
Thus far the attitude of the WPB 


has been anything but sympathetic, 


since it has not even given permis- 
for the shipment of advertis- 
ing displays the 
containers 


sion 


in regular 
of 


the 


mer- 
advertisers 
habit of in- 
material of this kind in 


shipments to their 


chandise 


who have been in 


cluding 


their regular 


Period is Here 


may delay authorization to do so. 
But the fact remains that the criti- 
cal period of material shortages has 
been passed, that basic require- 
ments for the war program have 
been more than met, and that many 
manufacturers are now prepared to 
transform their operations from a 
military to a civilian basis. 

We need not debate the speed 
with which this reconversion pro- 
gram will be carried out—the im- 
portant fact to note is that we are 
rapidly getting into a position to 
do so. That means that the com- 
pany which has had only one cus- 
tomer, Uncle Sam, will soon be con- 
fronted with the task of finding 
many thousands of customers, 
among dealers and distributors and 
consumers. They will have to put 
their houses in order from the 
standpoint of reorganization of their 
sales forces and the resumption of 
effective advertising contact with 
consumer markets. In other words, 
for them the problems of transition 
are already here. 

It is significant to note that some 
leading manufacturers whose ad- 
vertising has been quiescent during 
the past two years, or limited to 
reports of war production, are now 
making agency appointments so that 
their normal advertising programs 
can be set up without delay. Any 
manufacturer who has a stake in 
consumer business can hardly 
afford further to postpone making 
plans for the tremendously impor- 
tant job of marketing his products 
to the public. It is important to 
him, and equally so to the country. 


dealers and distributors. 
Display advertising has 


of the advertising structure. 


JEEP INVADES THE RETAIL FIELD 


YOUR 


HOME PHARMACY 


—N.A.R.D. Journal 


“During liberty hours, he delivers prescriptions for me.” 


Talking Crow 

Carl Crow, who has done most of 
his writing about China and the 
Orient, where he resided for many 
years, has just turned out “The 
Great American Customer” (Har- 
per, $3), which easily wins our vote 
as the most interesting and readable 
volume of this or any other recent 
year on the accomplishments of 
American industry. 

Mr. Crow’s book is described on 
the jacket as “a dramatic cavalcade 
of the men—and their methods— 
who have given America a greater 
degree of luxury and comfort than 
the world has ever known.” As is 
not always the case with book- 
jacket blurbs, this one is no ex- 
aggeration. Mr. Crow has high- 
lighted his story of America’s in- 
dustrial growth with fascinating 
case histories of men and methods, 
some 20 of them, each illustrating 
a movement forward on the eco- 
nomic horizon. His selection is 
good, but what is perhaps even more 
to the point, he tells his stories well, 
crisply and entertainingly and with 
great believability. 

With his own personal sales and 
advertising background, one might 
assume that “The Great American 
Customer” would have a great deal 
to say about advertising and sales- 
manship, and one would be correct. 


of purchase advertising is recog- | 


nized as playing an important part 
in localizing and crystallizing de- 
mand created by other types of pro- 
motion. Thus advertisers have an 


important stake in maintaining this 


type of advertising, and the well-| 


rounded and carefully planned 
campaigns of merchandisers may 
easily be endangered if window and 


store displays can no longer be 
shipped. 
It may be suggested, of course, 


that displays can be delivered to 
stores by manufacturers’ and job- 
bers’ salesmen without being packed 
in containers. But the present limi- 
tations on the use of gasoline, plus 
the reduced staffs of salesmen now 
available for manufacturers, 
make this anything but a complete 
solution. 

We hope that the WPB will re- 
consider its and give the 
advertising display business a rea- 


many 


position 


sonable chance to continue render- 
ing its important service. 


} 


} 


The book relates that the economic 
growth of America has _ resulted 
\from the three-fold seed of inven- 
| tion, mass production and mass dis- 
| tribution, and the interplay and in- 
|terdependence of each of these 
| three on the other is constantly em- 
|phasized. The book’s illustrations, 
all of which are reproductions of 
early advertisements, will prove 
especially fascinating to ad men. 
| This reader, who has always found 


ments, must confess that he read 
the text of the hundred or so ad- 
vertisements reproduced. 

Mr. Crow has done an exception- 
ally good job of picturing the rise 
of the mass production-mass con- 
sumption era and of deflating some 
of the “good old days” philosophy 
pretty completely. But one of the 
things we like best about this 
author is that, while you have no 
difficulty discovering what he be- 
lieves in, he seldom falls into the 
flag-waving stage. He has no in- 
herent objection to pointing out an 
occasional flaw in the system which 


he traces so proudly, nor does he be- | 


lieve it essential to prove that every 
business man thinks constantly 
and solely of the welfare of his em- 
ployes and of the public benefit. It 
has always seemed to us elementary 
that most people worked, whether 
as owners or as laborers, primarily 
for the purpose of acquiring money 
and the things money can buy. It 
has always seemed to us, further- 
more, that most people recognize 
this fact, and consider it not at all 
reprehensible. Yet even a cursory 
glance at much of today’s advertis- 
ing, to say nothing of today’s con- 
vention and political oratory, will 


Ad-libbing 


prove that many business men are 
afraid to admit this elemental urge. 
They make widgits not because they 
can sell the widgits for money, but 
because “the world needs widgits,” 
and it is their holy duty to supply 
them. They build million-dollar re- 
search laboratories and staff them 
with hundreds of engineers solely 
because of their desire to improve 
the lot of the common man. They 
sell albums of phonograph records 
only because they are thus enabled 
to bring the music of great masters 
to millions of the downtrodden who 
never before heard them. And they 
can’t understand why the shop 
stewards in their own factories 
don’t believe them. 

Mr. Crow sees no such need for 
surrounding the acts of business 
with a halo. He says bluntly: 

“There was nothing necessarily 
altruistic about the motives of these 
workmen, artisans, manufacturers 
and merchants. Each of them was 
trying in his own way to better 
himself and had no other purpose 
in mind. . . In a sense everything 
that was sold for the profit of the 
maker brought benefits to the pur- 
chaser as well. It would be diffi- 
cult to find anyone more penurious 
or self-seeking than the Connecticut 
craftsmen whose generation was 
bisected by the adoption of the Con- 
stitution. They made no pretense 
of public-spiritedness but they ele- 
vated the living standards of their 
neighbors and of many who lived 
in distant communities. They in- 
vented and manufactured many 
| little household appliances with the 
sole idea of finding enough custom- 
ers to make the manufacture of the 
| gadgets profitable. In the propor- 
| tions in which they made sales they 
lightened the work of housewives, 
|}added to the comfort of homes and 


proved |a magnetic power in old advertise-| created a desire for other conveni- 
ers for shipping advertising displays | itself in the past as an essential part | 


Point | 


| ences.” 
| That’s a lot sounder, more believ- 
_able, more sensible story than many 
businesses are telling today. . 
only in their advertising, but in 
| their public and employe relations. 
Get a copy of “The Great Ameri- 
|can Customer.”” You'll enjoy it. 


Jottings 


| J. C. Coerne of Evanston exer- 
| cised his ad-writing talents to good 
advantage in this wise in the weekly 
|Evanston Review: “We love it. 
| We’ve had nearly a year of rich 
enjoyment from it. Our living 
room won't be the same without 
that lovely Chippendale mahogany 
cabinet. We'll miss the fun of 
making our own records... of lis- 
tening to the world’s finest music 
in our collection of famous record- 
ings. It’s the instrument we'd 
dreamed of owning... and now 
we are going to sell it... and we 
want it to go to some Evanston 
family who'll get the same pride 
and pleasure from it that we have 
had. If you'll call GREenleaf 4328 
after 6 p. m. we'll arrange (with 
some reluctance) to introduce you 
to our RCA Victor.” .. 


- not} 
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secured without charge from © m- 
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igh 
ADVERTISING AGE, by any nat. na] 
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No. 2260. A Must Market in Vey 
England. 
Station WTAG, Worcester, Mass., 
has issued this folder full of infor- 
mation about the gains in busines 


activity in its market, including 
figures showing the number of em- 
ployes, industrial payrolls, effective 
buying income and sales in various 


classifications. 


No. 2261. There’s Still a Frontier 
for Postmaster Export Markets 
Caminos y Calles, highway con- 
struction magazine published by 
Gillette Publishing Company, ha: 
issued this brochure, which reports 
the effect war has had upon high- 
way development in Central and 
South America and the resultant 
market for construction equipment 


No. 2262. Something New Is Hap- 
pening in Dayton, 

Percentage of gains in popula- 
tion, employment and payrolls, and 
retail sales are reported in this 
booklet, issued by the Dayton Jour- 
nal-Herald, along with information 
on the papers’ circulation growth in 
the ABC city zone and the trading 
area. 


No. 2263. Hempstead Town and 
Company. 

The Nassau Daily Review-Star 
has issued this brochure which, 
with photographs, maps and tables, 
provides a complete analysis of th 
Hempstead Town, N. Y., market 
The tables, covering population, et- 


fective buying income and sales, 
provide comparative figures fo 
other cities across the country. 

No. 2264. Retail Distribution 0 


Grocery Products. 

The Knickerbocker News, Albany, 
N. Y., has issued this new study o! 
the retail distribution of selected 
groups of grocery products in Al- 
bany stores, including chains, inde- 


pendent supermarkets and _inde- 
pendent service stores. The tables 
in the analysis are by product 


classification, showing the brands 
in stock, “temporarily out,” total 
stores and per cent of distribution 


No. 2255. Just What Is the Diese! 
Market? 

The answer is boiled down in ts 
folder, issued by Diesel Publications, 
which explains the application © 
the Diesel engine, the parts 
auxiliary equipment used in instal- 
lations, plus fuels and lubricants 
consumed in normal operations. [he 
extent of the materials and «up- 
plies required in the market in- 
dicated by a partial list of ‘ \es¢ 
materials, and coverage by D se! 
Power and Motorship is discus 


| No. 2256. Are You Pointing for ‘h 
Sales Volume in these £9" 
Oklahoma Markets? 

The eight markets covered by ™ 
Oklahoma Market Newspapers  € 
described in this folder, issuec | 
| Burke, Kuipers & Mahoney, t © 
national representative. Data 1 
'cludes city and county sales, b \'- 
|ness and farming activities 14 
| coverage by the newspaper of «°° 
market. 


| No. 2253. The 

ence Survey. 
Station WHO has issued the 

| annual study of radio liste: " 

habits in Iowa, conducted by ” 

|F. H. Whan of the Universit: 


1943 Radio A 


Wichita. The analysis, contai: 
|county maps, and brightened 
|with pictographs, covers sta 


| preferences; the effects of gas 


_tioning on hours spent in the h 
and on radio listening; the co 
‘tion of battery sets in farm ho! 
preferred program material : 
other information about habits © °° 
| preferences. 
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n, its twelve oclock ! 


LEAN over the banister and call to him—not 

because I begrudge the time he gives to his 
business, but because I want him to be healthy 
enough to carry on that business. 


I know why he spends so much time figuring, 
planning, worrying. The plant’s on war work 
now, and he had a flag put up just inside the 
door—a flag with 37 stars on it. 


He wants, first of all, to turn out the things 
those 37 boys who used to work for him will 
need to get to Berlin and Tokyo and back. And 
he also feels he’s got to do something to see to 
it that when they do come back he’ll have jobs 
for them. 


I told him it was wonderful of him to think 
that way, but he just said, “I’m not the only 
one. There are thousands like me—in business, 
industry, commerce, agriculture and the profes- 
sions—staying up with the same problems’? 


And the problems, he said, are not the usual 
ones of meeting competition or increasing out- 
put. They’re new problems—problems he says 
he’s never had to face before. 


* * * 


After breakfast one morning, when he had gone 
to the plant, I found some of the notes he had 
been making. And I realized then what he 
meant by “new problems?’ For they were notes 
like this: 

How quickly are war contracts going to be settled 
when the wars over? That’s important—for if the 
mills and plants and factories of the country are go- 
ing to reconvert to peacetime production, they’re going 
to need cash—fast. 


What about taxes? Will the tax laws be adjusted 


. Se Se. beh 
i ee - obs es, si >.* a ig ar 
= Sey a $e P r ~~ * a ory i 
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so that business will be able to put aside some “seed 
money” for expansion, for the development of new 
products, for investment in new machinery and other 
such things that help make more jobs? Or will sur- 
plus profits taxes remain so high that no money is left 
over for this? 


What about the war plants the government has 
built out of government funds? Will it sell these to 
private business? Or will it operate them itself in 
competition with private business? 


Can we count on thoughtful, tolerant consideration, 
by both management and labor, of the problems that 
concern both of them and will affect both of them in 
the post-war period? 

: 7 * 


These questions are not easy ones to answer. In 
fact, there seems to be little he can do to answer 
them himself. 


But I found another note that shed some light 
on that. It said: “Given a political and economic 
environment favorable to the expansion of free enter- 
prise, American business—and industry and agri- 
culture and commerce and the professions—will be 
able to see to it that the people of this country have 
jobs; all 56,000,000 that will want and need them 
when peace comes? 

Business Week is the one magazine in the weekly field devoted 
entirely to events as they affect business today. Not on sale 


at newsstands, Sold only by subscription as a business ser- 
vice. Published by McGraw-Hill, 330 W. 42 St., New York 18. 


a = 
kas oz . 
c S ey Sai % 
c cD yl ae Zl 
“ SOE: sp hi: 


;, : ats, 
3 f Ros, 
in| Bs. ‘4 
: r ees = , 
pi ae a) dine 
ae oath a: 
ae 
Ro: se 
eats / 
= ai 4 : lags ah 
; ” 4s pe ‘igs tea 
be <i al : ” ae a: a i 7 aa 
m- ’ ae “4 Bee 1h a ; a 5 a . aie: a Re. + 6 . : = 
‘ ain mt ae be 3 j “a ie itt? Ee Sa 
val ae te te Re eee ae a 4 ‘ a i ~ lll 4 oe iris aes ¢ ’ ee vs : r 
- ghd Oe Sy ld —- : . x gr ae meet ad 2? ' 
ee : - " ‘ aa . ye ie toe os 
1ess re a oe a ee 
Pe hg er aa i Ries, : ee. . > ey ary ee c ee | el fot 4 eee, ce nn 
or ee aaa: 7 eam = 4 : ee “ee. rae eee OC a ae) ee 
P ieee whee | a ae = ——e ‘e. si fd ys if RE Ne tg eh a ae . 
t ———_————— : By coe ~ OS Gee 5 ae alee Dae, » i ae : 
J a. a ‘ae ta 1s ; ae _ ’ ; ee oe Spl | ee = , 7" 
4 Se a tn i gga ah SAR ekg dS ae - va 
i. a eS ae — |) <8 i 7 . ct a = = oe ‘ . “ee ae 
eS * — Pa fi 4 ; ae . oe: a a ae : i . a, 
iSS., f \ ae. Se f c te See: — ¥ ey -s ae ‘geome 4 . ae 7 bce es 
for. . aye : —. eee te 8p ire as. = ‘aiid 
= Bs 4 fie 4 wo ia = § Y : : Sis —— 
Less 14 e. das \ ee oe 2 oi = a ht i. i 
~ He _ ; cee 4 \ i gee Se = elf “ior a $ Df (2 r ie 
iaing . 4 Sag eT ee > av a a “ 4 — oe oe : >. a tua a ° ‘3 | 
*% ca i oy ‘ \ ; a : age. ei. Oe ea See 4 ‘ — . 
em- >} *, eee ae? il '; ee as, a Phe te ‘ A Se ee ae i , Rs ial 
tive D4 see! # ~*~ = a : ak a a : ae > é ‘ oe 
; ~ OS Sai . Ld fi a : a — “Tega 4 a a ee oe ola y i oe 
rious er a ie ij a hes yk a a 3 Ba’ m oy Se es eee 
a . z ns 1 ; $a ———* ee atti : shh = ee a= ee A * 
Cs ih %, icin ¢ nt, ~“ ae J r . a ar | ; eet ore 
: in a Ar i a. . . . } , = * Syd Ln ae oe bie 
_ , ia a < .e ¢ ; — Po ee. y . a .. re Be. 
a ; ~~ - ee od , gs , ee ess Pec, ) 
eae , be _ : 5 a : } a het “e : ri ons ry a i 
eh a ae. eg | ; : Tee aes ; é Pea : cad 5 ae a ee a ie i o 
i ay eg * ea ge i ee. oe tk <a ' 1. 
Se ey ae et ini 4 ae 4 aaa re ~~ OO a ag a ; 
er ae eee oe eT ae ¢ ; =e a —— es ay ee : a i y 
oy, Saas ie ee .-_, . a. eae ae F 
ar alles. eee Ar zi Cy) one ha + ao &. Pat A a ee . ae — a 7 ek ee: wa 
ee: Sok! FS : Po aN oe, | ne “aa hee oe ar : 
‘ ili ie iu oe eid | ee ae oats poli tae sie $ y F 2 Wee 2 i Sta | 
5 Peer a ‘ “Res gee Bes ci ike a Se % * mJ Y 4 — es” : : 
a fe Se” S Pie oe oo |) Rae ae er Al aaa le 3 ae mere. ye 
ae a. + a : ee — ? oa a i z i if iid 
, ur ha ee -. a ey! 2 ey ee =, ere al . << t a ae : " : 
a, : . oe es oD ae ee ask. see 7 ve 7 a aie oe ae : . @ Pe eo : 
, Rf tee Bret e why, : c - i ae "ae 4 a eal ee, = i : : — 4 a : 
' ; iat gigi’ haa - — he ee Te Su en Ti“ "_ iain . = an F ae 
i, Pi yee So - = oe iF : ee oii, F =e q : ie a. P, aoe 
| bh “a F ; i ———_ eee 5 ya = ia i. } ae _ ae 2 = a iG ee ; F * an = - > | oo 7 bs nie ie 
a | : a ae i, - 3S oe ‘ is ae: : sia 
a a ee oe = OU Oe i St a ae “ae 
? '@ % + te B: “ ates ie > 7 - a c ' 
" ; : ame i... j 4 v Si Sreneen ys ‘ ih F a a,  —_— 
i . ie r rome, oa > a a ; a ied F : 4 
bs ¥ 3 Ben ne = , —_ Agen: F ee, i P " 
. 4 ‘ ae ap € Pest. - r Ee ae = <4 
le ae = oy te A Na Pies. * jae bs ; _ : 
d rate ‘hy : mae , ; a ae ~*~. se Bec * Fe ae x 
: ae oe i g@t —_ , state 3 bes 
‘ ’ ba i ar Se te . 7 fe J : a = 3 Bins: : 
oe i ee : ie a ; ‘ ei in oe 
nal ee f ae ho ie = j zg 
. eae e A tee ' F. 4 4 a3 i: . a ame ee © eS. 
Poe ; << ae ‘ es % : . : Pea ae pia . “ile 
; ; 2 FY 4 it, ae Se e oan bi ‘ _ eae 
oe y : i | 4 * uo Se EY De - Os Seba 
f? me = ia . oo ee lee pt ‘ ? “<a ; , 
P eS 34 ae : he : 24 ae ee a ee: 
a iy € Ye ee Sa ase 7 
i =a = \ a! i; a { 4 a fe cg i tied $ cal " is "him it ‘ x 
z ‘ se ~~ y i | é * 4 
F ° { all 
ei 
n of ‘§ bw 
any, co) ee 
lv of ’ ; ‘. 
tad — 
Al- en 
na 
nde- ‘ oe 
nde- = PB 
bles 7 5 
duct a 
ands — 
total : By a 
tion a. 
iesel : a 
tam 
ons, re ae 
; a. 
of = 
a 
and eS 
tal- — 
ants "= 
The : 
Ip- e. i 
in- es ae 
re 
ese ee 
sel i ee 
on eae 
Tar 
rhe 
7 
ls , ae 
i 
re -. 
: | oe 
= Pe % 
nq ac) 
th —— ie a 
- ( pe 
g rr e: a i 
I oe a” 
ae A an Ta i a 
» ee: . NN. teste ° : 
if ; ’ oy 
, a, Xcere— 
| - - : 
° <t ¢ 4, : 
ae 
r ile : ” x ; , oe 
; ¥ : 
. ONDS 
&, 
a tel 
: S. by ; : J * ooh Ee 
a ra e ie ee nee Re Ae By Por ‘ikea 8 Z Te 2% : eo f : ae p aae ip | a ae 7 me Hen F ee oe oe ee ees a J te a ay 
J co A saat hn ROD 3 Mat 5 OR IC ig i 
ut a : ae soe » . = Lor} : She 7 ; lip ahgs eS 
Po OE ite ie fk: on a “ Es : ie d Se See her tet, et x ke rw ae < 
ow eh ame Oe ad ‘ gk ee. iy ms Whee 2 il ga TO 
e * ‘ ie uF ae 2 


wer 


Pale, Wan Girl in 
Munsingwear Ads 
Stirs Controversy 


(Picture on Page 55) 
By WARREN L. BASSETT 


New York, Dec. 7.—A mere slip 
of a girl, as they used to say before 
the Claire Boothe Luces and Ilka 
Chases exposed the chromium 
claws, is the ceuter of an advertis- 
ing controversy here which has set 
copy man against copy man, and 
caused art directors to fulminate 
more than usual, muttering such 
horrid words as “chiaroscuro” under 
their breaths. 

There is no doubt that the girl 
in question is definitely on the wan, 
even anemic side. She is entirely 
ungifted with the robust and allur- 
ing femininity displayed by the 
saucy minxes in the stocking, girdle, 
brassiere, bathing suit and perfume 
advertisements. 

She chastely wears a pink slip, 
sometimes sitting on the edge of her 
bed drawing on her stockings, and 
sometimes standing near a mirror 
caressing a lock of her hair. Dusky 
shadows wreathe her neck, which 
has caused some of the unregener- 
ate to suggest that she needs it 
washed, and her room is filled with 
murky shadows. 

She illustrates the current Mun- 
singwear advertising now appearing 
in full pages in Mademoiselle, and 
in half-pages in Life. 


She’s ‘Different’ 


There is no doubt that she is 
different from the run-of-mill 
females in advertising copy, almost 
as much so as a Rossetti demoiselle 
differs from a Bougereau nymph. 
And that is why so many copy and 
art men, even in the same agency, 
as well as ordinary readers, have 
come to the parting of the ways. 

The Munsingwear copy was pre- 
pared and placed by Kenyon & Eck- 
hardt, and the illustrations were 
chosen for a very specific reason, 
according to Dwight Mills, vice- 


THERES NOT 
ANOTHER 
LIKE IT! 


7 According to the re- 
cent U. S. Census of 


Housing, radio ownership 
in Southern New England 
is far above the national 
average. 

Radio can come closer to 
giving your sales message 
100°, coverage than any 
other medium. And radio 
in Southern New England 
means but one thing — 
wWwTic. 


Represented by: WEED & tellbaus 
New York, Boston, Chicogo, Detroit, Son 


Francisce end Hollywood — 


president, who supervises the Mun- 
singwear account. 

“We were well aware of how 
sharply this art differs from ordi- 
nary advertising art, but Munsing- 
wear has only a limited supply of 
slips to sell and we definitely did 
not wish to create a big demand,” 
he said. 


Have Shock Value 


“We did want, however, some- 
thing striking and different, but in 
full keeping with the best art stan- 
dards. To produce the series of 
eight pastels which will appear with 
different copy in Mademoiselle and 
Life, we selected Gladys Rockmore 
Davis, wife of Floyd Davis, the 
noted’ painter, and a well known 
fine arts painter in her own right. 
Mrs. Davis has admirably fulfilled 
our request for attention-getting, 
but non-commercial illustrations. 

“They have caused quite a bit of 


comment, and I will admit that in 
comparison to ordinary commercial 
work, they have shock value in 
substantial amounts,” Mr. Mills de- 
clared. “But they have been widely 
noticed and discussed.” 

Mr. Mills revealed that in order 
to check the reaction of women 
readers to the illustrations, the 


agency’s research department 
queried 200 women _ representing 
various income levels. Although 


the complete report is not yet in, a 
large percentage of those replying 
to date have expressed complete 
approval, he said. 


Stresses Practical Items 


Mr. Mills also pointed out that 
text of the advertisements is almost 
completely devoted to women in 
war work, with only a few lines of 
selling copy. These emphasize warm 
winter Munsingwear for women 
who work, rather than the more 


luxurious items. A line at the bot- 
tom of each advertisement states 
that women are needed for war pro- 
duction and necessary civilian serv- 
ices, and urges them to get in touch 
with the U. S. Employment Service. 


Two Colors Used 


Dean Coyle, art director of the 
agency, reiterated Mr. Mills’ state- 
ment on why the illustrations were 
selected, and added that poor re- 
production, as well as a lighter 
grade of paper, in some cases had 
toned down the quality of the art. 
He also pointed out that Mrs. Davis 
was limited in the Munsingwear 
illustrations to two colors, a difficult 
restriction in pastel painting. The 
originals, he continued, are quite 
large, and some of the color quali- 
ties may have been lost in bringing 
them down to the fairly small size 
in which they are reproduced. 
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Buys ‘Business Promotic ,' 

Van Asmus_ Bunting, ger rq) 
manager of Business Prom 
Chicago, has sold the publicati 
Bill Brothers Publishing Cor 
tion, New York, publisher of 
mium Practice, with which it yj) 
be merged. The first issue o! the 
combined magazines will app< 
January. 


3 Join Alley & Richards 

George H. Boyer, formerly wit) 
Grant Advertising, Chicago, has 
joined Alley & Richards Company. 
Boston agency. Moreton G. A Dott, 
formerly of the New England (on- 
servatory of Music, has joineg 
A&R’s copy department and Lav- 
rence W. Hobbs, formerly of Cory 
Snow, Inc., Boston, has joine: the 
art department. 
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Housewives Cold 
to Grade Labeling; 


Buy Brand Names 


York, Dec. 7. — Wives of 
earners are cold to compul- 

rv grade labeling, with 38% say- 
ng they had never seen the three 

ernment grade labels—Grade A, 
B and C—on canned goods and 85% 
believing that most nationally ad- 
vertised brands belonged in Grade 
A. according to report No. 2 of the 
Wace Earner Forum sponsored by 
Macfadden Publications. 

When asked in what grade they 
would expect to find most unfa- 
miliar or unadvertised brands, 53% 
said Grade C and only 2% put them 
in Grade A, Everett R. Smith, re- 
search director of Macfadden, re- 


New 


Wak< 


ports. Illustrations of a nationally 
known canned soup and a ficti- 
tiously branded “Delicious Soup,” 
variously grade labeled, were used 
to test these opinions. 

To the question, “If both of the 
products illustrated sold for the 
same price, which would you_be 
more likely to buy?” 79% replied 
that they preferred the familiar 
brand, not government labeled, vs. 
the unknown brand U. S.-labeled 
“Grade A.” With both nationally 
known brand and unknown brand 
U. S.-labeled “Grade A,” a 98% 
walkaway resulted for the nation- 
ally known brand. With both prod- 
ucts bare of any government grade 
label, 91% expressed themselves in 
favor of the nationally known 
brand, and with the unknown brand 
labeled U. S.-“Grade A” and the 
nationally known brand tagged 
U. S.-“Grade B,” 57% of the wage 


earner housewives still preferred to 
buy the known brand. 

Although 38% of the housewives 
said they are familiar with the 
grade labeling idea, Mr. Smith 
pointed out that most of them voted 
with the others in preferring the 
familiar brand to that carrying the 
grade label. 

According to the November poll, 
only 15% of America’s workers still 
think unemployment is a personal 
problem; nearly 85% feel that un- 
employment benefits should be paid 
by the government, and 82% are 
perfectly willing to be taxed for 
their individual share of unemploy- 
ment benefits. The withholding tax 
is liked by nine out of 10 wage 
earners, the survey reveals. More 
than two-thirds of the wage earner 
panel said they were laying aside 
savings to spend for definite things 
they intend to buy after the war, 


with 52% saying they are holding 
some of their savings as a cash re- 
serve. Three out of five are plan- 
ning to buy a home and only 12% 
have their eye on a new automobile. 


Standard Joins USAIG 


Standard Accident Insurance 
Company, Detroit, will become a 
member of the United States Air- 
craft Insurance Group on Jan. 1, 
enabling Standard to write all 
existing forms of aviation 
ance. 


Knapp Named Manager 


Bruce Knapp, formerly with the 
Chicago office of Chemical Indus- 
tries, has been appointed western 
manager of Aviation Maintenance, 
published by Conover-Mast Cor- 
poration, with headquarters in the 
Chicago office of the publication. 
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MAGAZINE can be exclusive in its appeal 


—or it can be inclusive. 


CLICK chooses to include the interests of the 


active reading members of the great American 


family. So when a copy of CLICK arrives home 


it’s a “family affair” in the fullest sense. Dad, 


Mother, Sister and Brother actively share a 


common interest in its contents because CLICK’s 


17-point editorial formula is aimed at the very 


heart of people’s problems today. 


That’s why so many folks are saying so many 

—_ nice things about CLICK. It’s hitting home 
regularly with more than a million families and 

is attracting more new groups of readers with 


every issue. Today, with a bonus of over 200,000 


tising buy that is the talk of the trade. 


circulation, CLICK is a “ground floor” adver- 


—86% CLICK’s circulation is newsstand (vol- 


untary preference) 


—Nearly 70°, of CLICK’s circulation goes 


where incomes are over 32,000 per year* 


—CLICK has 227* readers per 100 copies 


—CLICK readers are spread evenly among 


the active age groups from 18 to 45* 


—CLICK’s black-and-white advertising rate is 
the lowest per-thousand of any major magazine 


as tomorrow. 


Measure CLICK by any yardstick you choose. 
More and more advertisers are discovering the 
timely opportunity CLICK offers to help keep 


their names in America’s mind today as well 


*Daniel Starch Consumer Magazine Report 


insur- | 


He’s right at 
home on the 


DAIRY 


Dairying is the major agri- 
cultural activity in Minne- 
sota, the nation’s fifth rich- 
est agricultural state. And 
a great share of Minnesota’s 
most progressive and pros- 
perous dairy farmers are 
members of Land O’ Lakes 
Creameries—the great pro- 
ducers’ co-op whose name 
and products are familiar 
throughout the country. 


As one phase of an effec- 
tive, comprehensive promo- 
tion campaign in rural 
Minnesota, KSTP has been 
telling these farmers the 
story of its fine program- 
ming in full-page ads pub- 
lished in every issue of the 
“Land-O’-Lakes News.” 
For nearly two years now, 
KSTP’s story has been 
reaching some 65,000 of the 
prosperous farm 
homes through this well- 
read, official organ of the 
co-op. 


Dollar-wise, KSTP is a 
good buy for its effective 
coverage of the Twin City 
Market alone. Now, there 
is this important plus—a 
steadily-growing rural audi- 
ence with big money to 
spend. Special program- 
ming and aggressive pro- 
motion are constantly add- 
ing to this large rural plus. 
Along with the pages in 
“Land-O’-Lakes News,” 
the continuing promotional 
campaign includes: 


state’s 


1 Forceful ads in ‘*The 
* Farmer,"’ reaching 147,000 
Minnesota farm homes. 


2 Listener-stimulating ads in 
* 344 rural newspapers. 


3 Personal appearances of 
* KSTP’s Barn Dance group 
in Minnesota towns. 


4 “On the Minnesota Farm 

« Front,’ newsy column by 
KSTP’s Farm Service 
Director, Harry Aspleaf, 
appearing weekly in 81 
newspapers. 


**Around Radio Row,” 

5. news-and-gossip columa 
carried weekly by 70 
country papers. 


Your advertising dollar 
will do More in ‘44 
on KSTP! 


Exclusive NBC Affiliate for 
the Twin Cities 


Represented nationally by 
Edward Petry and Company 
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: : buying products made of common|termination to fight the ruling to| ter H. Moses, attorney for ‘h 
Two Join Gardner Buchsbaum Fights : i 7 7 a 


lass, specially processed to make it|the last ditch, Mr. Buchsbaum| baum & Co., ignored the ny 
Walter B. Martin, formerly with a yP ; 8g COM, jany 


elastic. raised the question: “Is a manu-| offer to further “qualify its sg’, 

Ruthrauff & Ryan, and Paul V. FTC Ban on Use The Commission, however, was| facturer to be prohibited from using | Elasti-Glass in any reasonab], ma 
Fitzgibbon, formerly with Schipper e unable to find one customer wit-|a term which is scientifically accu-|m¢€r Which the Commission jg 
Associates, Detroit, have joined of Elasti Glass ness who could testify that he pur-|rate simply because the general | Suggest.” 
; Gardner Advertising Company, St. chased an Elasti-Glass product| public may not be aware of the a 

Louis. Chicago, Dec. 8.—The FTC order} ynder the impression that it was| latest scientific developments?” Drackett Pla 
forbidding S. Buchsbaum & Co. to| made of common glass, according to| If such a principle were carried ns 
use its trade name, Elasti-Glass,| Herbert J. Buchsbaum, president of| out in former times, argued Mr. M k N 
will be fought in the federal cir-|the company. He added that each| Buchsbaum, “anybody who was to ar et ew 
cuit court of appeals and, if neces-| witness called said he knew it must] talking about a spherical world was « 
sary, in the Supreme Court, com-| be a special glass to be flexible and| deceiving the public, not because Soybean Fiber 


, pany officials said today. elastic, and nothing like window] the world was flat, but because most Pag a 
The FTC on Nov. 23 denied the| glass. The company, said Mr.| people thought it was flat.” He| Cincinnati, Dec. 8—A ney. {ip 
company authority to use the trade| Buchsbaum, whenever it uses the| maintained the position of manu-|™@de from soybeans, whic) |e 
; name to describe its suspenders,|term Elasti-Glass in its national|facturers who have new types of than five years ago was a $4()() py 
se tay apg ae belts and other products made from| advertising and other promotion,| products to sell “to demand the| POUnd laboratory curiosity, has no 


the synthetic resin material, Viny-| explains that it is an “organic glass”| right of using accurate nomencla-|2&en seared for commercia pro 
lite, on the basis it was misleading| and contains “no silica or rubber’’| ture, even though the general pub- duction in a plant which is expect, 
to the consumer. FTC suggested|to prevent any possibility of confu-|lic may be more familiar with the|!2 be of major postwar impor tan 
that Elasti-Glass might cause the} sion. more common aspects.” H. R. Drackett, president of Drac, 


purchasing public to believe it was| In announcing the company’s de-| The FC ruling, contended Wal- en asserted here ja 


Present plans call for ma: 
this soybean fiber, which is so ne, 
it has yet to be named, at a pri 
which will permit its wide pread 
use in fabrics. Depicted ‘ as wary 


o + 
as wool,” the fiber is cinlened to bd 
e isin resilient, strong and durable, ay 
can be made either moisture ; 


ad 
sorbent or moisture resistant. 
The product is not a competito; 


at & € a of any other fiber, Mr. Dracke: 
pointed out, but is an entirely ney 
e raw material with a growing field 


of usefulness. It may be blended 
with either cotton or wool, or wover 
or spun into fabrics. 


Is it waging war against waste and destruction on the home oie un os Te on Fe soll 
front? CONSERVATION is an urgent war need because every- Sdditicnal Seine *" < e 
: thing we carelessly discard or destroy at home means less of = a 0 e's ‘Actually this ma 
: what it takes to win over there. You can put your advertising satiske en oomanteel dee 
’ in the front line of action by sponsoring the presentation of the Seaneiool” skaly "of this ‘new. fibe 
: War Production Board Conservation Campaign in motion pic- ealurig procueen” War. Deecnn 

| ¥ tures on community theatre screens. This series of 26 short- og —_———- 

short subjects can thereby sustain and increase public good Cuts Publicity Fund 

will for your name and products at the local level. dae Gas eon a tee ee 


sion appropriating £11,000 for “in 
formative adv ertising” in the ao 
States and Canada in 1944, and | 
voted to expend only £650 for this 
purpose. 


REACH 


MORE PEOPLE 


5 MMMM 
MORE MONEY 


Care of Clothing 


to conserve, to ds- 
sure extra wear, is a 
wartime necessity. 
WPB- eed subjects stress im- 
portance and proper methods of 
hanging, cleaning, mothproofing 
and storing men’s and women's 
garments for greater wear and 
service. 


Electrical Appli- 
ances demand ex- 
tra care now—listed 
first in conservation 

urgency by hundreds of stores re- 
? | sponding to query by WPB Con- 
P ' servation Division. Care of kitchen 
utensils and scores of critical house- 
hold articles is dramatized in this 
film series. 


MORE BUYING 
 thaneverinthe 
SALT LAKE 
MARKET. 


Shoes of Leather 


—a vital war mate- 
rial—as well as all 
leather articles, must 
be made to provide maximum 
service in use. Rugs, furniture, 
tools, paint, containers are typical 
articles officially named in these 


7 Proper Firing of 

~~ ’ 

ate Home Furnace 
rates high as a con- 

%t. servation measure to 

save fuel, prolong life of equip- 

ment, protect health and provide 


home comfort. Effective use of storm 
doors, weatherstripping, insulation 


s is easily visualized in these pic- WPB Conservation Campaign 
: ' tures. sound films. 
e | 
| 
Your sponsorship of this WPB Conservation Campaign on the screens of motion picture theatres 
provides a practical and profitable public relations program—with a postwar bridge. No produc- 
tion cost—low distribution rates cover everything. You choose communities and name theatres. 
You can sponsor nationally, sectionally, locally. Your name and message in display and in 
. sound climax each subject. Phone or wire nearest office or ask SCREEN BROADCASTS to send 
full facts. 


q 
4 923 ~ 923 15TH-STREET, , ON. W. WASHINGTON, D. C. 
= 
We ’ 
Distributed by 
. UNITED FILM SERVICE, INC. MOTION PICTURE ADVERTISING SERVICE CO., INC. 
er 2449 Charlotte St. 333 N. Michigan Ave. 122 East 42nd St. 1032 Carondelet St. Rhodes- ro age a 418 Watts Buildin 
. KANSAS CITY. MO. CHICAGO, ILL. NEW YORK CITY NEW ORLEANS. LA. ATLANTA. GA BIRMINGHAM. ALA 
Harrison 5840 Randolph 2248 Murray Hill 3-4991 Magnolia 4545 Walnut 3551 Phone 4-2729 
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a has a plus meaning today 


aatiee With circulation held down to our guarantee of 200,000 net paid, it is 
ay ne 

blende 

r wove reasonably certain that the secondary readership of The United States 


dup ag 
ew ma 
arry on 


opera. News is greater than ever before. 


his may 


racket But even taking the old figure of 3.4 readers per copy (established in March 
n, Ber. 1942 by Fact Finders) the total rock bottom readership (of probably the 


and has 


for this most intelligent group in the country) adds up to 


428,000. 


Daniel W. Ashley, Vice President in charge of Advertising 


MEN 
* DEDICATED TO THE INTELLIGENT OF AMERICA + 


’. G 
WOMEN 


“ Pike ars oe Ra ‘ a ae eis 
1°, 19 a 
| Ke: as be . 
a 
r Such an 
OM any oe 
tS use ; ae 
bl Mar Be 
m mig} EN NLL oo 
, 
. 
. 7 
Cw fib : 
1¢ le 
$400 pe , 
has no, ie 
la pro ‘ pe 
ex pecte og 
20r tance a 
f Drack " 
Cre las i | ; 
arketip ra i. 
» SO ney i 
a price = 
lesprea Pl 
IS Warn — 
ed to bd ; 
ye, an —. 
ure 
. 
’ i: 
7 
ant, re. a 
3. While i 7 
anufac. 
tinuous : 
Ww file : 
i 
- (eee 
— 
ian 
: 
> 
iL ae 
or “in- 4 
Sita ‘4 
’ ci 
os — 
Sa 
ii 
eee 
Re a : 
Ee zz 
 — [a 
ih 
7a 
: me ‘a 
al 7 
‘ + * * * * a 
" 
q ii 
THE. Fa 
l/ .. pee ’ | 
. S a ie 
. : ‘ a me 
; ‘ 
k 
= i ec 4 4 
Fes. . Nip gl Py tea ati Re Yrs ; fh ae Sites AI Fes a i AnD if Te: x pte Fy Er i yj 
] F a » % 4 isn a ae ‘ d x re a 2 r Fire “§. = 4 
: ; ; a * a : i = 
<> : . . cn iy ea é f ¥ . . » . = F 4 Wag 


se 


a —— 


REAL 
UALITY 


from KODACHROME 


When you want color plates from Kodachrome for 
your ad, catalog or display, you want: 


CLEAN, vivid colors in certain subjects —not garish, raw ink; 
SPARKLING whites full of delicate detail—not white paper; 


RICH shadows with deep tones — not smoky, grayish blacks. 


You want all this on an artcopy print (made from 
your Kodachrome) that can be retouched as desired, 
fitted into artwork, lettered-on, displayed for okays. 


Such a print is the full-color Chromart. We have 
been making Chromarts several years now for leading 
accounts . . . we know how! 


Your plate-maker can reproduce flat copy, such as the 
Chromart, color-for-color. Prices: $44 up. Write! 


837 NORTH FAIRFAX AVENUE 
PHOTOCHROME HOLLYWOOD 46, CALIFORNIA 


ARTCOPY PRINTS FROM KODACHROME 


Expects to Market 
Prefab Houses by 


Spring of 1944 


Initial $50,000 Ad 
Budget Planned for 
Northeastern States 


Arlington, Mass., Dec. 8.—Holt- 
Fairchild Company, whose Chicopee 
prefabricating plant has built $3,- 
750,000 worth of factory - made 
houses since 1940, is reorganizing its 
capital structure and expects to be 
making and _ selling homes for 
civilians by next spring. 

Confident that priorities will be 
released to permit building a new 
180,000 square foot plant near Hol- 
yoke, W. Warren Rausch, president 
of Holt-Fairchild, is planning pro- 
duction and distribution to match 
the best in automobile marketing. 
His budget specifies $50,000 worth 
of initial advertising, to be re- 
stricted to newspapers in northeast- 
ern states and to brochures. No 
agency has been chosen. 

The company will bid for business 
in a $75 shipping radius of the 
plant, covering New England, east- 
ern New York state and northern 


New Jersey, an area having 14.14% 
of the nation’s population. 
Holt-Fairchild will establish eight 
“erection posts.” In each area, five 
model houses will be set up at key 
points and five dealer franchises 
will be issued for each house—a 
total of 200 dealer franchises. Cur- 
rent plans are to have banks serve 
as dealers at small commissions. 


Three-Day Job 


Shipped in sections on a single 
truck to the home site, a two-bed- 
room model, for example, can be 
erected by two carpenters, two 
laborers and a crane operator in 
four hours, according to Mr. Rausch. 
Then two carpenters one day, four 
painters the next day, and a 
plumber, plumber’s helper and elec- 
trician the third day, can polish up 
the job and present it to the new 
owners for the housewarming. 

The two-bedroom model has a 12 
by 16-foot living room, bedrooms 
10 by 12 and 10 by 10, a kitchen 
equipped with built-in cupboards, 
stove and sink, bathroom, dining 
alcove and a storage room with 
enough space for washing machine 
and ironing equipment. Electric 
wiring, switches and plugs go into 
the walls in the factory. So does 
the wallpaper, the washable, oil- 
cloth type. The floors are finished, 
polished and waxed in the plant. 
Walls fit together in interlocking 
jig-saw pattern. Forced warm air 
is blown into each room from a cen- 
tral “plenum chamber” in the heart 
of the house, as is done in theaters. 


lf 


Master-Station IN NEW ENGLAND... 


One resounding radio voice stands out today as the dominant leader in all New England 


_.. from Martha’s Vineyard to Canada. Recent surveys in Worcester, Springfield and 


other adjacent towns prove that WBZ is tops. Period after period — night time and 


day time 


the listening audience voted for WBZ. 


In Boston —in dozens of industrial cities in Massachusetts — in fact, throughout New 


England, consumers center their listening interest, more and more, on WBZ & WBZA'’s 


spot on the dial. Thus they’re within-easy-reach, through a WBZ & WBZA microphone. 


There’s the crux of the story — most of New England — at single-station cost. 


‘BOSTON — SPRINGFIELD 


WESTINGHOUSE 
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At 1939 price levels, the two. 
bedroom house should sel) {), 
$2,500, Mr. Rausch says. He mag 
it for the government, at curren, 
costs, for $3,000. A three-bec roo, 
model would sell for $2,800 at 193 
price levels. He calculates tat ; 
the lot were owned outrigh: ty, 
new home owner could have one g 
his bungalows at financing permit. 
ting payment of from $25 to 528. 
month, covering taxes, interes’, jp. 
surance and amortization. 

The company operates under a, 
AFL contract at customary “shop. 
neer, in the 20’s built $50,000.99; 
wages for irregular outside work, gs, 
that Mr. Rausch estimates that labo 
costs alone are 40% below norma: 
on housing. AFL building and cop. 
struction trades unions in Maggy. 
chusetts have been cooperating wit» 
him, foreseeing both jobs and home 
for their own members in mags. 
produced housing. 

Mr. Rausch, a construction engi. 
neer, in the 20’s built $50,000,009 
worth of office buildings, apart. 
ments and hotels, and from 1930 t, 
35 conditioned hundreds of prop. 
erties in this area for banks and 
insurance companies. Following 4 
study of prefabrication, he became 
president of Holt-Fairchild in 193 
upon reorganization of the firm 
William S. Fairchild, original owner. 
is now treasurer. 


Furniture Sales 
Promotion Goes 
Under WPB Code 


Washington, D. C., Dec. 7.—Mer- 
chants will avoid the use of sales. 
stimulating advertising for furni- 
ture under an extension of the vol- 
untary restraint on sales promotion 
announced by the WPB Office of 
Civilian Requirements. 

The code had been in effect fo; 
textiles and textile products since 
it was proposed by WPB Chairman 
Donald Nelson July 15 as part of 
a six-point program to conserve 
civilian supply and provide for or- 
derly distribution. Under the dec- 
laration, merchants renounced cer- 
tain types of sales and related 
appeals designed to accelerate dis- 
tribution beyond immediate needs 
Officials have found voluntary com- 
pliance with the declaration on tex- 
tiles so effective that they are 
extending the program to include 
furniture. 

In urging retailers to give this 
extension the same “universal and 
effective support. they gave the 
initial declaration,’ Arthur D 
Whiteside, OCR director, explained 
that there is not enough furniture 
to meet a demand constantly sus- 
tained and stimulated by excessiv: 
sales promotion. He said the sup- 
ply of furniture is sufficient to 
satisfy essential needs, however. 

Production of furniture has 
slumped because of the _ lumbe: 
shortage and because regular labo! 
supplies of the furniture industry 
have been lost to war industries 
WPB said. 


Campana Has New Balm 


Campana Corporation, Toronto 
will use magazines, farm journals 
and weekend publications to intro- 
duce its new product, Campana’s 
Cream Balm. Cockfield, Brown & 
Co., Toronto, is the agency. 


fing Women While - 
They’re Young 


Published by GIRL SCOUTS 
133 E. 44th Se., New York 
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One Part Hollywood — 


One Part New York 


—Mix Well in Chicago 


UT in a California training camp, a couple of thousand 
0 soldiers are howling their heads off at a gag... the band 
plays a short fanfare... applause ...the announcer comes in 
with his commercial. 

A neat, smooth operation—yet the comedian and announcer 
are 3,000 miles apart, and probably have never met each other. 
They’re “mixed” in a studio in Chicago. 

When there’s to be a pick-up from any out-of-the-studio spot, 
NBC sends equipment and engineers to the scene two or three days 
ahead of time. They set up a circuit between that pick-up point 
and the “mixing” center. If the commercial or other announce- 
ments on the program are to come from New York, they will go 
over a special NBC circuit direct to the same “mixing” point. 


The mixing engineer gets his cues and his timing by tele- 
graph. Then he sits down before an NBC mixer—and with a 
flick of the wrist performs the miracle of blending together a 
comedian on the coast with an announcer from the east—so 
subtly that it sounds as if they were sitting in the same room! 

NBC engineers helped develop this miraculous mixer — 
which automatically fades out a voice from one source and fades 
in a voice from another source. 

Perfecting devices and operations such as this, working out 
every new means for making broadcasting more effective, in- 
creasing the scope and richness of radio through every resource 
at its disposal—these are some of the things that make NBC “The 
Network Most People Listen to Most.” 


—The National Broadcasting Company 


America’s No. 1 Network—A SERVICE OF RADIO CORPORATION OF AMERICA 


~. 3 SA oe ats peas dit, UR ame nae : 5 oe ‘ ; ae = : 
be . ‘ - . od : s& " ee Srl SF ec i « _3 Pr Da ee se ed eerie eee eS enh ee » 
’ 1943 ‘ : a 4 Sal Be ae hie 
ahs 
© two. ‘ " 
e] for a ae 
© Made bt 
cl rent bse 
DEC roon s ere 
a+ ~ T ‘ . = : 
1931 — et) ogra Ons Retna: Ls ecae ty en iy ee ee ee 5 ht Sie 3 ee en ena ; 2 § 7 ae ye acl ahaa 
m 4 ie Soe Nee > a ea . ee e 2 is 33 4 2 ee a a ue + bt Pa Ay | 20 5 ba oa sad ES 3 aay es 2 e P oe © hee NE cola gee arr te: hrs es. 
th th eer ? a de es a Bey ares 3) =< a Soe Baa, aes tee ae i le op ale 5 ee ee a 
f ny Ey ee 3 i: iil a ee Mees +e oF q BER Se be ee We, a Dees 2 as £ ee tg + eee ee. an oe 
2 On es ey : Bas aoe eo ee a : ae : = 2 ee ee ee ; Bet an ae i oe " 5 pata i nay! 
1€ of ? ae aide "ole lina ileal Ie ee ee be ae! oe aS 2 eg IN a ld ty ieee a “ll SS a oT? Doe ph 9 
ner ve Pia. Se eS ae 3 a ee ue . — ae 5 
Oo 39? , ve be. ie. ; 3 i + ¥ ee at Be a Pa ‘ a ie ~ ee ~ a ‘ — os pe a ie 
28 ‘ a “e ae. ; e 7 tz <a ee ee ee a ‘ oe wm 7 en } ie. a * Syl IEE RB ‘ sg 
aad. —— =—i(<‘C ;;!;*é<C;:;”*S A , Sa - fo ue eee : ae ai, : iaiiee ji a the agg oe ae : 
Pe: ’ — Pe eer ae “ os Ps . a . | mie oe ee i> - 3 ets P Anal, » 3 a ae ae ’ a a : ee 
» In- ——— ll 4 i es - 3 ee ee ok -.4 62 Pee ie apigcacni nek as i eon eli pee” ’ 
SS ae a oa : ‘ ; ES ic ved 2 oe : ee (Seer eros ‘ ee ie a 8 eg —" ee ae : 
ee = ee : a = aa ea 2 ae a ae a ; ey ae So ee er . : Fa ileal i ial 
‘ ; a . = SoS Sig she 2h) ie atioa (es oe mera : Heh <p he “sy 7 —. Se" 
ader ie eal aaa , 4 See ere Tee - er Sl a ae 3. 0S: ee boas ’ 4 ’ — sin clele 
t al ’ x ms ei , ‘ 7” & a | ee Mek; tee Ly ial “4 ; a a 5 ayy os - . 5‘ eG te eee t 
® ; er ia ag ‘ 4 Wy , ‘i a! a. Mig. fo ee at “a ee ot oe a : ‘ | ae: 
oe a - ike * . Se a ee es ee ee ee E = ee 
+ e os Z : f x oe 7; th ae Ss . ae PD e if oS ae 
Se F . " a amy 9 mo > a “i a. Bei si bo j ‘ om, : 
—— ° i } \ - ae ee aS oa oe we be fe. te an ‘= i ye a | 
44 as b 3 4 Pe >: See , 3 i —s a a Be os . : ’ 4 : _ oe 
-_ a a2 7 Bo a 5s _ Y Peete a ee aa ae . oa — 2 ; jail > Jae 4 a a 
oe s iq ot Beast Sy, en 2 mee #! a ae re 2} . x 7 a . a 4 = 
a a. ‘ 5 j “i ‘ a® <a Ie ie ee y ¥ 7 = 
= ; ; ee. i ae Te ee ‘ . a Be AS 
‘ ‘ 4 a ae ae a ge) SS ee _ } SS” i ‘ 
4 a as “ R - rere, ——- - es, % oe . o mae ae 
tet an : Pe 4 ue > oS nn Fide oe Se : a 
; * - mS fe eT Sc St rs ae a Ea. me ’ . . . 
Fa &e , ay. . ae weet : oo ee 9.) Be 8 > 7 Y a ao 3 i 
‘ re J = Par = at” oa er Se Ress an . ee oi ; : * 
: . i $ pe) : ce “ee Ber ak i ada ag a hs ., pes, aE “7 a 
ZS Z —_— * . a ‘ eg a a - a : \ ~— oe | ; 
re , 2 F, ss ’ ee - av es By Ae es a ines ke oe rt : ete aoa . ; 
‘ Be ae q “= be = Sr nak a po eee os* ho fo aaa, rh aa eee ‘ ae ‘Yes q nal r SS aan : 
'¥_ tse Bes: a a lL. re _ se | 
CAS ae @ ae : } i - = ee es tae ee oe oo,” Wr cing thse et = a | *, 
; , a de . iia ie a a ae RS ee eee A . a i 
i me ee i. ¢ a » ‘ 1 ea ore - oe eae ae es “ig ‘ee - _. ia Meade | 4 a ‘ ig ‘iii Ce a ee eee 
. =  » ie ‘ae a 3 rt oe : ii: ee, a me. Fm 
a eq Pan ie iti, - te: - oa ; a ye a i See anal ee wa ogee - 
Me a ae i i % ie iz - 0 et ae — BE . ; one Paro 3) a oe iste 7 = ie POT ale “i “ie ~ 
a =. a ie : *, . , a ie ail ae eae - " ee ro. naka. a ae oe . : a : 
a a a Ree ‘ 50 ™ Oo ee ee ys 32 be ko a 
ee _s e/ Me ; ; Gd gh! eee , Se : a ree i LA eee 5 , ; ‘w 
| ae 4 P : OM — — i Peek —_— ee 
sk | a Ty ee Se — 
2 _ ‘ & ‘ e P B , opie = i Bi ies : c he wa “a : a “gy Bee). ir 
aoe “ . 4 a at Pe. be a iy j ze. Fo : ee ; 
arr ae a " P f 7 el ae “a 4 " ~~ an q ey ae. i * Si > | is 2 & a F Fle ete. os big i i 2 
4 omen " _ PE  gibiee ie “ ‘/ eee ae : fe 7 E : = ; : .* ‘ "2 | eee . a a 
i: : , : so ; o. .. re “a — at" a = : z P . 2  eae ee , 
; ee see oe ae ; ee = — _— . ps a oe BG ; 2... ; mae: SRE 
ial eee ie a . >. a ,. a a, . 8 Ph Dede a b oe 3 ie i 
B Spite Si ai ~ < oS Pa be (See — * y si = aa wee a me . “eee e . 
pga = coal: | fi, Oe ae i ta " ro x fe a E , f ee i> 
Tears tat, Te Reape "4 i 4 pa a= - bs oi fo a = = 4 cs: ao “a Te bei» . es ie ae Bea Sg wns a 
Re a ; et Sa ie eid ef as. Xl . ee a 3 - 2 i, peer. ae A 
; Line a . . ae oO oe Oe io. Seto, tae Ce ie.” et) és RAS - Se So ek, Spas: ih Mie ; 
E wise iees a” Of Pee rel aoeeey on % ; mae Sako 0 ae ad _ Se y . a 3) i Hig ail 
a " a eae y a ee bs . 7 Nea a a ._ j =e a a a bats 3S thea eee 
Z Se: a a ie ie 7 eT a ag ee me . 3 s 2 hae CS Oe ag Tae roe i 
J USER Joe "peel ao ci igen a _ 3 . a 7 . ae Te af 
. - e : ; en oe nat an Lay & . . = — “| _— _ oe ; al a ae 3 
ae * "4 r Cee 3 Cee ES : . 7 ee - a a (one 3 a 7S ae + 2tNe ae ed +) ie 
i i Mae: a > 3 “ale * ae 4 ee 4 yet hk pe {hale eee 
5 , \ : ke Be gis 3 oe — (on - — . ae.” uae 3 ee an ta — 
Ae _-_ ——_ ere. 3.) cemillaat: —  °}» a Oy — j x ae —_— aa wog:: 
: wi oe . hee ‘d i 8 ia ‘ § Ps ee gi es ae a . Pot a Rc wal a & ae 
F a . es Etat cay Bh ad) i. bc : 2. ij . i Be i Ban: 5 € ae 4 a -.. ae | ‘a ag ¢ y oe ‘a 
ie ee = ‘ es ee = " _ aes ee ae et tg i is é goa 7 + = a ee ead A j a 
| : — i > re ‘3 " ee a ee ial a oF ie a . i g 3 ss ‘ ; - me See; eee ‘Sie co 
ae. ES  —— ll il” ge Omen 4 6S - 
" neo 4 — ae Pe ee a eee ee q ; i. : a 4 ee ae j : A os ‘ 
bs i iB Ps “2 3 <a = 4 ’ fa | vi i ah , ‘ ® as ; 
ee 3 a % ss , Pe ae hie ae af “ a? a - J an 7" ote ee 
ae ie! g * a i ; —— P }. an z 4 r Pe * te oe " ak: 
a te es aa daen i f 4 ro Seer gp es Py gone Py ‘ ; 
ae + : ie . g : | 4 5 Re SH Oe Boe ee ee ee ‘ : a 
—— eo 4 _ ial wis oe Cn, | MRR oe oe hee } 
i ae Ae ‘ ia bo 7 7 ape ee ee ee ae ee eee, pnw paige 
a ‘g eo) — a — ese a ni. Peete. 
% - ae Py Lee Date ae as ee eae 
‘ee ? * =, baer a YS Ree q 
> x , “if - a 3 ima ‘ ¥ ie ae ee rs ee faeal 
he Bee . f: . bse 4  - , q ae aes ed ge or Cee UC a 7 
* ; es ee \ FS ; ne. a all ae ee 38 —: 
oat a 2 ‘ y ae : ‘ i aah va ; ici : ota ibe 
” re | . i [ae , cathe ye ; bis _ 
: 3 4 4 Mame ae a iS as aa peg S 
a : “ $ ar : i as ws eo a ae rl : F 
4 é a fase id rie e , ie alll ie ‘ oe ce ee me * d 
s % . 4 ? vec, € a a » - . * 2 c £ 
oe: ‘ee © — 2 e " 
2 Be | a, ; : 
¢ 3 a ‘ ee ee ee ‘ — ae Sage : 
i: be er aes — ii i ia % as 
“= % Se a a F - i. * ae d i 
s o ri (ee 3 i wal a ay Pr a Om - om a 4 hi a a 
re ae a ee a a 
we x a all a a oes a 
Fi a ei, 5 a * ».Z ia 7 = ‘ ‘ ba he 2 Bs ve 7 
; *y Je Pe ee. a , i Cs 2 5 i eal %y 
a a, ae . a i 
2 My a pS RB: ; : . eS i a: ae 
Pes. a. ar Diag sere a ee, — . ae e * 
_ gm , — ee 2 _— a ee at : 
; r pee 4 7 % 4 Ze 
a ¢ Leds a a a ; Pie: : 
. wits =e oe eee ee eo — ee a - a be i : —_—_ oe 
- ae . ~ ‘a : © ee en oe tee ’ > = Siaieed a z aa oe Se 
ag eee is eoor* . Oe ee, * aaa a eee gh d ee 
i /, e 3: og Ay REE Ao - Oe ee 8 eee . a <<. ~~ , 7 
- sp Mage INE rae ert eat F - aa 7 — : oh Rie 7 = / Pap : mn 
cute bh a ae enh ei a ? ae Rott ated ale sae a — ~~ “i onl . «i et: = z a if e — : — 
} iia / ae j Shh ace , * ; a fe ee ae a ae Sn ae 4 ' ; , a a . a titre, . 
iil A Coe eee ee . ar. iy . i 
aia : es : ~ oc ile stn SS eee es. — a er ee ee ts eee : = ce fe oF P 3 
maith Si. } Ds ms ie ee eer” en ee a Sha eae or 2@606 <2 vy. a. : _ Fs . Bs i 
— i.e ars (iat a ee pe a og aie is of poy ie } 
: - eo? roy = Fa iM We be em « sete P ~eeubhaal as a ae « -f. a oor: ee ety 
P _“- ts i ; ; o 0 Sat: Smee ae (aie Mea Sm Sere f 4 a a ’ iia age oS ry t ge 
= eo? - 2" ie ih ? . ; es ee ee a ed ig ee. Pree. ze el a ‘Aaa ee, gt dP : ah 7 
Poke, . J A nw % ' Pe: eS ~ =_, “ rama ill ale — wan Ae ae Se mt i et oe "! o" 4 a: . ee -, ay eer 
e e®? a. - r. \ = ‘ i a <n 7a <i a * = ts Ye pe te he ili: aati! ee he ie baler Oe ; ate ae 
\ e x eee” ee ES a — teen Ls PrP) ducal Sak i a , = > ae ee "OG, ee ee a —_— i ee me _ oe > al ; Rte 
a . ose mas es +£ _ e® ‘7 P ae tage? a De ge pe : - Part 7 E a 2 ee "7 5 2a ae “aaa ee . er f Fat e”) oa > 4 Oe i - Oa 
ee fe tJ - “beh 2a\sialn ee ae. : eae ar i aa mre wee e Oe «ee seiia ene: wa Pe e Ae 
ww . ae “ae <a * ba ee & ue ce... a ‘a =~ 5 WA ea eg a, aera ee. a ao X = é 5 ‘ ~~ ai 
hs ow = = a Poe ifm ere. 5 ‘fel é ; oy = : ig se ta | | | ae a ®e wa : Ten * a 
q << eo? ot ws Ne s = re) ne © ae ey Te os eae ee 2" a 6 ee eS ee aw r se , is aaa 
i 3 rte : Lg a . ee i : ne ee ey ke wee le ee - 
" “ e® a ot 7 ee Sta a = pa pe. outer - _ x eu ee a ; Lie heal ne oe A ig sa 4 __ ee te . wy Lad 7 ; 
<d - fe 7 Rate j i ca a ld - rer of ere Bp srs gua MU, aN: ai i = oe ae 
2 a -— _— - ion > _— oe - a ay Dae 7. ed _ ee ce i pia ye a 3 | ei * - ; ; 
, . 7 ny a rns aaa ¥ PS x 4 ca ee ceil an i gin = eer 'e ee eis _ : eee ae ae ie en ja i ol SR . te 
P ea 2 a a. 4 - a ; iti nae Alpe ' : Bis . F -— i FB ie 4 ie, a $ = e g 
a bac Petre i ss oe Rie. x 3 i iat . 3 7 > BE: See eS - ee. : 
es oe te a — ee eee Sie. wee eae yar” he a? : pire - , . , =a iL cae _ ' ot 
is 
My . 
eh 
: sy a 
: of 
ee a D 
7 ee . oe 2 
— aes 
— 
mn 
. 
‘ 
Sie 
- 
se 
7 - 
3 =r. 
50 = 
J 2 
be 
j 
| 4 
Y ay 3 
. . " . 
" s 
Pi 
‘ 5 Be - 
‘ iSiteoh 
+ = 
SS ’ Z ; he 
4 > ay Lids 
; $33 a 
by _ itt = 
} a3 et a 
. = eee 7 
a 
| % 
“a 
: — < 3 Perici 
. $ ‘ . I. i¢ ‘ aS 
ie SO Pera hae, . f ert Fadia’ - 5 in . . - “m4 oe a 
tite © bs “ : ee i We ads coe ae ae et ‘ ; Peat eee : oe “ ‘ rie ; os x. 1 
ae ; : ; : 4B Pi a rn eS £0 eae ein cds ot nF i el i a ee Se ots 
oe $ ea Pa = tal " o tbe F* 4 4 . igo Ppa? Ef. i, 2 7 a oe : 
. _ r oe ee a Pa ph <5? aie 3 % ay 
ul * — 3 “, - . at ee ha Si eee an a ~ 


mE Rae 


Advertising Age, December 13, 1\\43 


To Take More Space ‘Keep America 


| 
Ivey & Ellington, New York, will | Personna Features 
move its New York offices to larger | : . 
quarters at 535 Fifth Ave. on Jan. 2.| Blade Mail’ in 


of ten razor blades, packaged in a 

pre-tested self-mailer carton meet- 

ing all parcel post requirements. 
Last October the company ap- 


__FOR AMERICANISM 


“It's a radio survey. They want 
to know —am I listening to) 


‘Counterspy’ on WFDF Flint.” | 


Holiday Promotion 


New York, Dec. 7.—A letter-and- 
gift combination comprising Per- 
sonna blade mail and a gift package 
of 50 Personna razor blades, espe- 
cially designed for men in service, 
highlights the December advertising 
of Personna Blade Company. The 
special holiday promotion, which 
supplements the company’s national 
advertising campaign launched last 
October, is appearing in 166 news- 
papers across the country and in 
color and black and white in Busi- 
ness Week, Esquire, Fortune, Lib- 
erty, Life, Look, Nation’s Business, 
The New Yorker and Time. 

Retailing for $1, blade mail is a 
folding self-mailer correspondence 
card with ten razor blades mounted 
on a center panel, with space for a 
personal letter on panels above and 
below. Also featured in the Christ- 
mas promotion is a $5 gift package 
consisting of a cream and maroon 
box which holds five regular boxes 


pointed The Wesley Associates, New 
York, as its advertising agency, and 
shortly thereafter began an ex- 
tensive campaign in 150 newspapers 
in about 140 cities across the coun- 
try, supplemented by a list of nine 
magazines (AA, Oct. 25). 

The same agency is placing the 
holiday promotion. 


Whitmore Joins Mutual 


John Whitmore, formerly assist- 
ant director of war service and 
news for Station WOR, New York, 
has joined the program department 
of Mutual Broadcasting System, 
New York, as manager of the news 
division. 


Greig to A. E. Nelson 


John F. Greig, formerly with the 
HOLC and the Bank of America, 
San Francisco, has been named 
treasurer and head of the media 
department of A. E. Nelson Com- 
pany, San Francisco. 


G Provide for the Common Defense 
... fo Promote the General Welfare” 


Corner stone, for 156 Sucpesstl Years of the Free American System 


macs ay mone tt + mer * witness orn Ant # 
~ Senet, eee enterrpian. he wll ge ahaa atte Se mer fe new cirangih with the help ot 
pace te get ot mle oe: 


ee 
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KIWANIS CLUBS OF NEW ORLEANS 
This is one of a series of newspaper ads 
being sponsored locally by Kiwanis clubs 


in a nationwide campaign supporting 
America's free enterprise system. 


American,’ Kiwanis 
Urged in Ad Drive 


Chicago, Dec. 8.—‘“‘Keep Ame 
American,” unique advertising c: » 
paign officially launched last moth 
by the United States clubs of | 
wanis International, is sprea: ig 
rapidly, with clubs in 200 comm 
ties throughout the nation alr 
using paid space in newspapers 
outdoor posters, window cards, - oj 
radio and direct mail inserts. 

An additional 200 commun: jes 
are expected to be enrolled in the 
campaign by the first of the year, 
Kiwanis officials said here today, 
explaining that the project was or. 
iginated by the Kiwanis Club of 
Dallas, Tex., and later adopted by 
the national group “to protect and 
maintain freedom of opportunity 
and the free enterprise system for 
our men in service.” Copy empha- 
sizes that “these freedoms are in- 
separable from our democratic way 
of life,” and play a vital part “in 
making America the greatest nation 
on earth.” 

Campaign material has been made 
available to 2,100 clubs through the 
general office of Kiwanis, along with 
budget plans detailing how clubs, 
each raising locally its own funds, 
can carry out the campaign in their 
own communities for sums ranging 
from $350 up. Altogether, officials 
expect the local clubs will invest 
more than $1,000,000 in the crusade. 


' .: Bozell & Jacobs, Inc., Dallas, is 
: baat the agency. 
: es 
: Y&R Adds Two, 
‘Shifts Three Others 
' James J. Flood, formerly national 
‘sales manager, consumer yeast 
products, and Alan C. Thurston, fo1 
| the past two and a half years gen- 
| | eral sales manager, Christian Fei- 
. | genspan Brewing Company, New- 
ark, have joined the merchandising 
department of Young & Rubicam. 
Bob Hayes, for three years in the 
merchandising department of Y&R’s 
Chicago office, has been transferred 
to similar duties in New York. John 
Van Horson has been promoted to 
: head the agency’s new products 
; division. He is succeeded by Al J. 
' Dubois as manager of the merchan- 
dising department. 
‘New World’ Will 
Print French Edition 


Beginning with the January issue, 
New World, Toronto, will publish 
a French edition, Nouveau Monde. 
Mile. Helene Meunier of McGill 
University has been named editorial 
assistant for the French edition of 
the illustrated monthly. 


Revelt Joins Maxon 


Peter A. Revelt, formerly WPB 
public relations director in Detroit, 


|has resigned to join the Detroit 
| office of Maxon, Inc. He was pre- 
my . _ ae | viously with U. S. Advertising Cor- 
ee . poration and Willys-Overland Mo- 
are J tors. 
‘ — — a 
mS ee Reese Forms Agency 
James R. Reese, account execu- 
_tive for Potts-Turnbull Company 
. for four years, has resigned and 
: : formed the James R. Reese Adver- 
| to an old radio transmitter Broa a ener RelA 
ees agency has a list of farm paper and 
/radio accounts. 
. 
Italy was tottering . . . collapse of Mussolini's regime he said, “‘what I've been trying to do for three years."’ 
seemed imminent. But what of the Italian fleet at sea? : 500,000 — 
aac > We of WGAR are proud that our fellow worker played 
i Could something be donetobring it into an Allied harbor? / : C K P H 0 T 0 
: such an important role in the surrender of the Italian 
r . - y " . 
Naval commanders of the Allied forces hoped so; turned fleet. We are proud, too, of our other men and WeEnen om 
: to R. Morris Pierce, chief engineer of WGAR, on leave the service . . . of CSE Cagsness who are working as 
to the OWI and stationed in the Mediterranean area. instructors and technicians, our writers, announcers, 
. , “Could terms of surrender be broadcast so all the Italian production men, stenographers and salesmen who serve 
F ' fleet would hear?’’ they asked. Uncle Sam . . . for these are the kind of folks who will 
: . help Radio play its part in winning the peace as it now 
There could be no guarantee the Italians would hear such is helping to win the war. 
: ' broadcasts, Pierce advised, unless . . . unless terms might 
be flashed on the international distress frequency to 
which all ships constantly listen. 
No suitable transmitter was available, but Pierce volun- 
teered to retune an old one to a frequency on which it 
; had never been designed to operate . . . a difficult task, 
even under the most favorable conditions. A few hours 
later, the terms of surrender were on the air! 
j 


The rest of the story is history. 
Andrew 


sae eames rebel en orate 
COLUMBIA BROADCASTING 


svsvane KAUFMANN & FABRY CL 


425 S. WABASH AVENUE 
CHICAGO ; 


And, as Admiral Sir 
Browne Cunningham of the British navy 
watched the Italian fleet peacefully steam into Malta 
harbor, he paid a tribute to 


can Radio 


G. A. Richards, Pres... John F. Patt, Vice Pres. & Gen. Mgr. 
Edward Petry & Company, Inc., National Representativ > 


Americans and to Ameri- 
day,” 


‘They've accomplished in one 
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Such is the reaction to the announcement that AERO DIGEST will be 
published on the Ist & 15th of each month beginning January, 1944. 


The reasons for this favorable okeh are obvious: 


(1) Every advertisement in every (4) Editorial matter two weeks 


issue will have less competition young instead of thirty days 
and more visibility. old. News, technical matter and 
forecasts—the things you want 


(2) Increased readership for your to know. 


message. (5) Desirable improvements and 


— additional benefits to every ad- 
(3) Additional value for your adver- vertiser, to every reader and to 


tising message at no extra cost the entire aeronautical industry, 
to you. its affiliates and its suppliers. 


It is service like this-a hard and fast publishing policy—that has madc 
AERO DIGEST Qmerica’'s Premier Aeronautical Maga3ine 


PRODUCTS OF AN ORGANIZATION — s 
(SPECIALIZING IN AERONAUTICAL PUBLICATIONS — 
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WSPB Joins Columbia 

Station WSPB, Sarasota, Fla., has 
become affiliated with CBS as a 
bonus station. 


Choose the 


Leader... 


Visking Ad Draws 
7,300 Requests 
for Fat Strainers 


Chicago, Dec. 8.—The last coupon 
isn’t in yet, but the Visking Cor- 
poration, originator of the skinless 
frankfurter, was convinced this 
week that it hit the jackpot with its 
two-color spread offering free Vic- 
tory fat strainers to help spur waste 
fat collections. 

The advertisement, headed “Here’s 
how all teachers can serve to help 
win the war,” appeared in the Sep- 
tember issue of Forecast for Home 
Economists. It carried a coupon 
asking home economics teachers to 
sign a pledge that they and their 
students would save waste fats, and 
offering them up to 50 paper and 


muslin strainers useful in straining 
fats into cans for meat markets. 

As of last week, Visking had re- 
ceived a total of 7,300 requests for 
the free strainers and had sent out 
more than 350,000 of them—a re- 
turn of approximately 30% on the 
estimated controlled circulation of 
the home economics publication. 

The company, which uses glycerin 
in its synthetic sausage casings, hit 
upon the free offer as a means of 
benefiting the government fat sal- 
vage campaign while at the same 
time protecting its supply line, Wil- 
liam R. Hemrich, advertising and 
sales promotion manager, explained. 
It first considered the strainers as a 
retail store giveaway, then through 
packers with whom it deals. Both 
packers and dealers were too busy 
to assist. Although a regular user 
of national magazines, the company, 
looking for a controlled method of 


distribution, finally picked the Fore- 
cast for its message. Only the single 
advertisement was run, although 
the coupon offer was repeated in 
September and October service sec- 
tions of the publication and will 
appear again in the December issue. 

Folders containing business reply 
cards were mailed to each person 
writing the company, supporting the 
waste fats and food conservation 
campaigns. Requests for recipe 
booklets offered on the cards are 
nearing the 45,000 mark. 

In a “thank you” page advertise- 
ment in the December Forecast, 
Visking will express its appreciation 
to teachers for helping the drive, 
and will ask them to continue their 
efforts. Visking’s supplier is still 
making the strainers, and they will 
be offered again. 

Weiss & Geller handles the ac- 
count. 
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Mermey Warns 
Tobacco Industry 
to Be on Guard 


New York, Dec. 8.—A w: 
that all branches of the tobacco jy 
dustry should be “on guard les: the 
find themselves in the same pre 
dicament faced today by liquor dix 
tillers,” was issued here last wee 
by Maurice Mermey of Baldwin ; 
Mermey, public relations covnge 
who addressed the weekly Tobag, 
Table at the Hotel Martinique 

Citing recently published stat, 
ments that there was barely enoug 
tobacco to cover the 1944 require 
ments of 300,000,000,000 cigares, 
Mr. Mermey said that all the facto, 
bearing on production and _ gaj. 
should be made known to the pubji¢ 
long before an acute shortage de. 
velops. 

In this way, he declared, pub): 
opinion will develop on the basis of 
intelligent understanding rathe; 
than “emotional outburst,” adding 
that business must consider the 
opinions of people not only as cop. 
sumers but also as citizens. 

“These opinions may and have 
often diverged,” he said. “A classic 
example may be seen in the case of 
chain stores, where it was founj 
that a majority of the public pre. 
ferred to shop in the chains be. 
cause of low prices, but a majority 
also advocated more taxes to bring 
prices to a level at which inde. 
pendents could more successfully 
compete.” 


Folsom Takes Executive 
Post with RCA 


Frank M. Fol- 
som, until re- 
cently chief of 
the procurement 
branch of the 
Navy  Depart- 
ment, has been 
elected a vice- 
president and a 
director of Radio 
Corporation of 
America, where | 
he will be in 
charge of the 
company’s RCA 
Victor division. 
Mr. Folsom, who Frank M. Folsom 
will assume his new duties on Jan 
1, succeeds George K. Throckmor- 
ton, who is retiring because of ill 
health but who will continue as 2 
consultant to the company. 

Mr. Folsom was formerly vice- 
president in charge of merchandise 
and a director of Montgomery Ward 
& Co. 


nin 


Birge Joins Mathes 

John Birge, formerly advertising 
manager, Warren Telechron Com- 
pany, Ashland, Mass., has joined 
J. M. Mathes, New York, as account 
executive. 
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We HAVE THE KIND OF 
READERS WHO HAVE °EM 
BUT DON’T USE °EM... 


ajority 
) bring 

inde. 
ssfully 


ve Tere comes a time in the life of almost every male who moves in the better Philadelphia circles when 


he becomes the unwitting, pleased or embarrassed owner of one or more canes. His sticks may be 
family heirlooms, the gifts of fond aunts, or tokens of esteem presented at a bachelor dinner or upon the expiration of some meritorious 
committee service. And while canes are not commonly worn by able-bodied males these days, they are notoriously difheult to dispose o!. 
But a rare opportunity recently presented itself... A military hospital near Philadelphia let it be known to The Inquirer that some two 


hundred walking convalescent veterans were temporarily subject to the assistance of a cane. And in the lower corner of a page in the 


. of ill 

ie as a 

oma second section of a late issue of The Inquirer, this want was made known to any interested Inquirer reader . . . 

1andise 

y Ward 

*rtising 

Com- 

joined 

iccount 

= 

By THE following morning, The Inquirer had become the startled custodian of some 212 canes of all ages, pedigrees, and degrees 

of elegance. By the second morning, Inquirer households had disgorged more than 400 sticks. Before the hospital hollered “uncle” the log 
boom had exceeded one thousand! The military convalescents can now sport a different cane every day of the week! . . . 
With pride but without snobbery, we believe this incident is further evidence that Inquirer readers (1) include the 

dnt 

in’t . , , - : oP , ; 

~ best people in Philadelphia; (2) are responsive to their favorite paper: and (3) can be depended upon to support 

yar 

ding : ; : , 4 , 

no anything worthwhile . . . as Philadelphia advertisers in increasing numbers over the past seven years have 

po“ 

Aion 

tae verified, and as Media Records consistently confirms. For the best of the Philadelphia market, The Inquirer is 

_ get 

eo** * ° . . 

a your best assurance! Ask any Inquirer representative for details . . . 
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Industry Urged to 
Use Ex-Service Men 


Industry should set up programs 
to utilize fully the new talents and 
experiences of ex-service men, in- 
stead of automatically returning 
them to their prewar jobs, Richard 
H. Moulton, sales personnel director 
of General Foods Sales Company, a 


subsidiary of General Foods Cor- 
poration, said last week at the 
luncheon of the Sales Executives 


Club in New York. 

Outlining his own organization’s 
plan, Mr. Moulton urged other in- 
dustry executives to lose no time in 
establishing similar programs. The! 
Army is anxious to do a better) 
demobilization job this time than| 
after the last war, he said, adding | 
that military records listing the) 
qualifications and experiences of | 
service men are being made avail- 
able to interested executives 
through the Adjutant General’s 
office in Washington. 

General Foods Sales Company, he 
pointed out, has written to each of 
its 196 employes now serving in the! 
armed forces, assuring them that it| 
is the company’s intention when 
they are demobolized, to consider 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 


| director, 


and make use of new talents and 
experiences acquired during the 
war. 

In the company’s 24 district sales 
offices throughout the country, cen-| 
tralized intervening is being planned 
with each individual as he or she is 
mustered out of service, Mr. Moul- 
ton reported. He also declared that 
the War Department is strongly in| 
favor of the program as a morale | 
builder. 

ik * te 

One of the things which residents 
of Miami want included in the city’s 
postwar planning program is an ice 
skating rink, according to a survey 


made by Miami Herald and the) 

| Daily News. | 
1% Bg 

The possibility of using steel) 


mesh mats now utilized for aviation | 
landing fields in the war zones for | 
secondary highways after the war is| 
being tested in the vicinity of! 
Darien, Conn. 


Faith Scanlon, with*Scott Fur- 
riers, Boston, for two and a half 
years, has been named advertising 
succeeding Alice Kaplan. 


poration, Jersey City, N. J., 


/mond dyes 


| newspapers. 


‘Home Products Takes 
Over Diamond Dyes 


American Home Products Cor- 
througn | 
its wholly-owned subsidiary, A. S.| 
Boyle Company, has acquired Dia- | 

and the Rutland, Vt.,| 
plant where they have been made | 
since 1870. Purchase of the Ameri-| 


can company does not include the| 


Canadian subsidiary of Diamond 
dyes. | 
Present management and per-| 


sonnel will be retained. Aggressive | 
promotion of the company’s present 
products in 1944, as well as several | 
new products after the war, is| 
planned. 


Lauds Labor Plan 


A 100-page booklet recognizing} 
the successful work of its labor-| 
management committee in the past| 
18 months has been distributed | 
among employes and other indus- 
trial companies by the Bridgeport 
Brass Company, Bridgeport, Conn. 


| 
Squirt to D&B 


Davis & Beaven, new Los Angeles 
agency, has been named to handle | 


advertising for the Squirt Company, | 


Miss Scanlan Promoted | 


| carbonated grapefruit drink. 


Beverly Hills, Cal., maker of Squirt | 
Plans 
for 1944 include The American 
Weekly and Life and local radio, 


car cards, 24-sheet posters and | 


THE IOWA DAILY PRESS ASSOCIATION 


OS Shops Building = © — Des Moines, lowa 


-——— MERCHANDISABLE 


| 


Hers IOWA! - 


. » « where people are buying 
more because they are in the 
habit of buying what they want 


and need 


Thirty dominant lowa markets served by the 


31 local daily papers in the lowa Daily 


you need for 
CIRCULATION 
1940 Av. Daily Net Paid 
CITY and City May. 1943 
NEWSPAPER Population TOTAL 
Ames Tribune (B) 12.555 2.542 4.586 
Atlantic News-Telegraph (B) 5.802 1.469 5.750 
Boone News Republican (B) 12.373 3.074 4.800 
*Burlington Hawk-Eye Gazette (LB) 42.000 9.618 18.774 
¢tCedar Rapids Gazette (B) 63.240 19.199 45.020 
Centerville lowegian 4 Citizen 6.413 1,791 5.595 
Charlies City Press (B) 6.68) 2.019 4.150 
Cherokee Times & Chie! (8 7.469 1.180 $.017 
*Clinton Herald (B) 26.270 7.807 19.673 
Council Bluffs Nonpareil (LB) 42.164 8.192 18.354 
Creston News Advertiser (LB) 6.033 1.894 4671 
?*Devenport Democrat (LB 
‘enanen tone 66.039 30.275 46.498 
?*Dubuque Telegraph Herald (LB 43.892 11.142 33.520 
Fairtield Ledger (B 6.708 1.825 4617 
Fi. Dodge Messenger & Chronicle (B) 22.904 5.68) 14.731 
lowa City Press-Citizer 16.185 4.400 8.475 
*Keokuk Gate City (LB 16.000 4.000 7.150 
Marshalltown Times Republican (B) 20.204 4668 11.543 
*Mason City Globe Gazette (B 27.070 7.161 19.160 
Mt. Pleasant News $.$00 1.223 3.200 
“Muscatine Journal (B 18.286 4.920 8614 
Nevada Journal (B 3.353 934 4.386 
OCclwein Register (B) 7.990 1873 3.702 
Oskaloosa Herald (B) 11.024 2.691 6.220 
Ottumwa Courier (B 31.570 9.231 16.449 
Shenandoah Sentine! (B 6.853 1.500 3.560 
?*Sioux City Journal-Tribune (LB 87.791 23.403 5.556 
Washington Journal 5.227 1.245 62 
?* Waterloo Courter (5 65.387 18.38) 39.627 
Webster City Freeman Journal (B 6.738 1.907 5.35 
Monday and Thursday 6.738 1.907 $.35 
714.4589 197.15 454.67) 
*Published Sunday also 
BiAccepts Beer Advertusements 
LB)Accepts Liquor and Beer Advertusements 
*“Conmderable out of state circulation 


Press Association give you the coverage 


local daily paper can give . . . 


present day merchandising and 


the development of post-war markets. This 


is directed advertising . . 


. backed by the 


force and neighborly interest that only a 


MERCHAN- | 


DISABLE ADVERTISING that does 
double duty by winning both dealer support 


and continued consumer demand. 


454,673 


Merchandisable Daily Circulation 
in 30 Dominant Markets 
served by 31 local daily papers 


SEEKS WOMEN WORKERS 


_ 


COMMISSION 


Serre STATES CMPLOTEEET Sen TICE 


RADAR-RADIO INDUSTRIES OF CHICAGO 


First advertisement of two scheduled in 

Chicago newspapers by radar and radio 

manufacturers, this 800-line copy tells 

women they are needed "to help build 

the electronic eyes and ears of our fight- 
ing forces." 


Advertising Age, December 13, 


Radio Industries 
«in Joint Appeal 
tor Women Workers 


Chicago, Dec. 7.—Faced wit) ,; 
| critical labor shortage, more ‘hap 
40 radar and radio manufact\ re; 
here yesterday launched in the: \ty’, 
| five major newspapers a joint ap. 
|peal to women “to help 
America’s secret weapons.” 
| First advertisement of 800 | ine 
| will be followed by one of 450 | ines 
|Copy is aimed at the woman a; 
| home who wants to get in war work 
| to aid her country. “You’re needed 
| now,” she is told, “to help build the 
| electronic ‘eyes and ears’ of oy 
| fighting forces Every ho 
| your time that you spend helpin, 
| to build this vital equipment yw)! 
| count toward saving the lives of the 
men fighting for you.” 

A list of federal employment of- 
fices is carried in each advertise- 
ment and women are urged to appl) 
at the one nearest their homes 

W. W. Garrison & Co., Chicago, js 
the agency. 


‘Canada at War’ 
Added by ‘Time’ 


Time last week used 1,000-lin 
|advertisements in ten Canadia 
newspapers to announce, beginnins 
with its Dec. 10 edition, a ne 
department devoted entirely {| 
news of Canada at war, which 

appearing in the Canadian editio: 


Joins Behel & Waldie 


John D. Roberts has_ resigned 
from the advertising department of 
Kimberly-Clark Corporation, Chi- 
cago, to join Behel & Waldie & 
Briggs, Chicago agency, as copy and 
contact man. Mr. Roberts is a vice- 
president of the Chicago Industrial 
Advertisers Association and is edi- 
tor of its organ, “Copy.” 


‘Mace Gets 3 Accounts 


Mace Advertising Agency, Peoria, 


Ill., has been appointed agency for 
the Argus, Rock Island, Ill.; Dis- 
patch, Moline, Ill., and Schelm 
Bros., Peoria, maker of display 
trailer coaches and motor truck 
bodies. 


Edited by Robert T. Elson, 


well- 
known Canadian journalist an 
radio commentator, copy pointe 


out that this new Time department 
“Canada at War,” will undertake 
gather all the significant Canadia 
news of the week and tell it quick 
and forthrightly, “as one clear con- 
nected story of Dominion history 
the making.” 


CIAA to Hear Butler 


E. W. Butler, 
commercial 


manager of th 
research department 
RCA Victor Division, Radio Co! 
poration of America, will discus 
market research for postwar sales 

the meeting of the Chicago Indus- 
trial Advertisers Association Dec. | 
at the LaSalle Hotel. 
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Twenty-three 
architects (names on request) 


Theatre 


Theatre Planning Institute is n 
dissemination of data on new 
to theatre use. If your produc 
application, you will find a re 
shortest possible cut to public i 
modern theatre installations. 
Now is the time to cultivate t 
and for its direct effect upon pul 


The MOD 


i" 
« 


special issues for 194 


13 


Write for a free copy of our plan book * 
Address The MODERN THEATRE, 
9 Rockefeller Plaza. New York 20, N. 


North America; 


A-plus VALUE FOR ADVERTISERS 


of North 


Planning Institute, organized in 1933 to coordinate the 
processes of theatre property modernization. These men, co 
members with our advertisers in the Planning Institute, ar 
most valuable allies for the introduction of new products t 
theatre trade, and through theatre demonstration to the publi 
at large The Postwar Research Bureau of The Moder 


ady 


MECHANICAL MAINTENANCE SECTION of BONOREICE 


only annual publication 
spotlighting every phase 


America’s leading theatre 


are the nuclei of The Moder 


w engaged in the collection and 
product developments adaptable 
t is to be available for postwat 
market for it PLUS the 
nterest in thousands of! postwat 


his ready-made market for itseli 
lic favor, through advertising in 


ERY HEAT 


oe “ener tal 


> tee 


4, including BOXOFFICE BAROMETER, t 
reaching practically every theatre 
of theatre busines 


‘SELLING to and thru THE MOVIES 
332 S. Michigan Ave., Chicago 4, ‘IIl., « 
Be s 
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‘TOP MEN IN ST. LO 


TAR-TIMES 


«\, 64 % read the Star-Times regularly 


regularly read the 


19% read the Star-Times occasionally 
BUSINESS EXECUTIVES: 


Read Regularly... 278 or 63%, A survey made in August, 1943, by Edward G. Doody & Co., revealed 
Read Occasionally . 82 or 19%, these percentages. 
Don't Read at All 78 or 18% 
438 or 100%, The survey showed that 324 out of 504, or 64%, read the Star-Times 
regularly, and that 95, or 19% out of the 504 read the Star-Times oc- 


casionally. 


Included in the list of 504 ''top men" surveyed were 158 presidents of St. 
Louis firms; 47 vice president; 9 chairmen of the board; 9 secretary- 
treasurers; and 6 general managers. 


The study shows that a large share of the key, policy-making officials in 
practically every representative St. Louis enterprise are either subscribers 
to or regular readers of the Star-Times. 


BANKERS: 


Read Regularly... 20 or 72% Star-Times advertising also gets your message across to the reading public 
Read Occasionally 4or 14% 


in this rich, responsive market. 
Don't Read at All... 4 or 14% 


28 or 100%, Ask a Star-Times or a George A. McDevitt 


representative for complete details of this survey. 


CIRCULATION FOR 6 MONTHS ENDING 


SEPT. 30, 1943 —— 179,366 


wary = ==, ST, LOUIS STAR-TIMES 


Don't Read at All 3 or 8%, 


38 or 100° Represented nationally by the George A. McDevitt Company— 
° 
Offices in New York, Philadelphia, Chicago, Detroit and Cleveland. 
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RCA Family Shows 
Neighborly Interest 


To the Editor: That whimsical 
makeup editor is at it again! 

We thought our agency’s Mykroy 
ad for Electronic Mechanics, Inc., 
was pretty good—even before it 
appeared in Electronic Industries. 
The client liked it, too. 

Little did we dream, however, 
that the ad would have enough pull- 
ing power to attract the interested 
glances of the family in the RCA 
advertisement on the adjoining 
page. 

Thanks to the makeup man’s dra- 
matic sense, the four figures in the 
two ads blend into a coy little 
family group—don’t you think? 

A. W. LEWIN, 

A. W. Lewin Company, Newark. 

- we 


It'll Be “Adfolk’ 


To the Editor: Not that it is 
earth-shaking in its consequence, 
but I notice that while you con- 
tinue to talk about “Admen in the 
Armed Forces,” more often than not 
a gal is mentioned. 

Why don’t you correct the stan- 
dard heading on this feature to 


read... 
“Adfolk in the 
Armed Forces” 

This will fit in the single column 

space and be more accurate. 
ROBERT COPELAND, 

Manager, Arthur Kudner Inc., 

Detroit. 

[Editor’s Note: This suggestion 
is an excellent one, and ADVERTISING 
AGE intends to adopt it in a forth- 
coming issue. ]} 


Army Manuals Make 
Small Space Count 


To the Editor: Having been in 
the advertising business through- 
out my business career, I have 
always followed the Ad Man’s Diary 
with great interest. However, the 
entry under date of Nov. 10 was 
especially interesting. 

On this day he mentioned his 
radical wish that the paper short- 
age would make us all realize that 
the inherent interest in a story is 
what counts and not tricky layouts 
or a lot of white space. 


& CA Laboratories 3] 


ee en a 


“EROT oh GURUS 


be satomiceons e= 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


MAKEUP MAN AIDS NEIGHBORLINESS 


Venus, on the right hand page of this spread, 
quality of Mykroy, is the center of friendly interest on the part of the family 
group in the RCA ad across the way. 


me SHEETS OS HONS 


TAY IMC REARED PAcrUrINbD 
Ae YOUR GROLES PHOMPTET 


Me one aes oe bale oe eS wae 


RRCMIEES OR BOWED TO EPEC THD 


illustrating the shape-keeping 


General Motors, du Pont, Aluminum 
Company of America, Eli Lilly—to 
mention only a few! 

Thinking built them, Mister! 

Not loathsome, painful, “God! 
But this is killing me!” thinking, 
either . . . but pleasurable, fasci- 
nating, “I’ll lick this thing or bust!” 
thinking! 

So ... keep your fedora over 
your ears, Ad Man, and stop feed- 
ing such carelessly concocted pap to 
your readers ... there might be one 
so overwhelmingly impressed with 
that trumpet-like fanfare of lan- 
guage—“one of America’s most 
prominent . . . advertising men”— 
he would be inclined to take you 
seriously. 

And we both know that for an 
advertising man to be taken seri- 
ously is just about the ne plus ultra 
of achievement! 

GEorGE H. WRIGHT, 

Harry B. Green & Co., Balti- 

more. 

7 a 


Hotel Men Attack 
Noise Problem 


To the Editor: I have just come 
across an item in “The Diary of 
an Ad Man” that especially inter- 
ests me because it has a suggestion 
directed to me, that might make 
pleasanter the life of the hotel 
guest. 

This item referred to the ungodly 
noises that make night a miserable 
time and sleeping impossible in so 
many city and town hotels. Maybe 
you will remember this item. It 


Advertising Age, December 13, |94; 


ended up, “Maybe Ed Ahrens Can 
start a crusade about this.” 

When roadside accommodation 
furnished real competition to the 
hotels during prewar travel days | 
used to figure that one of the mo 
alluring phases in a tourist camp 
and accommodation house was the 
absence of street noises—street «ars 
buses, news boys, automobile hirn: 
night hawks, etc. That’s wh» ; 
seems that eventually, all-year. 
round air conditioning of cues 
rooms, that would eliminate tiege 
noises, would be generally adopteg 
by hotels. 

However, in the meantime there 
are a great many things that can be 
done to greatly decrease this partic. 
ular kind of nuisance. We have had 
many articles in our publications 
indicating the steps to be token, 
both inside and outside the hote! 
Now we have in the American Hote} 
Association a real committee ap. 
pointed to do this job and do it con- 
sistently, headed by Allen Jame; 
Lowe of the Hotel Carter in Cleve. 
iand. He made a most illuminating 
report at the last meeting of the 
association in Pittsburgh, and we 
are working with him now on a 
manual planned to show operator; 
throughout the country just how to 
proceed, He has worked through the 
Mayor of Cleveland, the newspa- 
pers, various civic organization; 
and with hotel men themselves— 
and he has gotten some real re- 
sults. E. H. AHRENS, 


Publisher, Ahrens Publishing 
Company, New York. 


the Art Directors Annual, and in 
doing so, forget the real audience 
whom the advertiser is spending his 
money to reach. 

This is not intended to be a criti- 
cism of art directors. Most of them 
are darn good merchandising men 
and know how to apply their art to 
selling goods, and we all get a kick 
out of a clever tricky advertisement 
now and then when we know it was 
planned for some specific purpose 
and not to sell merchandise. 

During these times when short- 
ages exist in paper, ink, metal, etc., 
I believe it would pay many of the 
large advertising agencies and espe- 
cially national publications to apply 
what has been accomplished here 
at the air service command to con- 
serve paper and ink and still do a 
quality job on a large production 
ysasis. Even though an acute paper 
shortage has existed for some time 
ind will probably become more 


This was of special interest and 
“struck home” because it is just! 
what we have accomplished here in| 
the air service command at Patter- 
son Field. 


icute before the war is over, no 
yublication has made any attempt 
o redesign their editorial format to 
‘onserve paper. Many publications 
un full-page and half-page full- 


Our duty here is to prepare mas- 
ter copy, or in other words, layout, 
finished art and typography, for all 
maintenance handbooks, training | 
manuals, technical manuals, post | 
ers or any publications involving | 
the maintenance of aircraft for the 
Army air forces. 

This material is distributed 
throughout the world and used by 
all types of personnel whose aver- 
age schooling has not extended 
beyond the 8th grade. Because of 
this, the old saying that a “picture 
is worth a thousand words” has 
been applied and all material is pro- 
fusely illustrated, with step by step 
procedures, cartoons, etc. Each 
illustration must clearly illustrate a| 
point, and is never inserted just for 
decoration. This also applies for| 
color, as it is used only when it can | 
be justified, is purely functional and 
not just decorative. White space is 
eliminated completely. 

To conserve paper, the layout 
man must study each illustration | 
carefully in order that it is inserted | 
in its proper size—if too large, space 
and paper are wasted and if too | 
small the illustration is wasted. 
Many man hours are sometimes! 
consumed in rearranging illustra- 
tions to save several pages in a book 
totaling two or three hundred pages, 
as each page saved multiplies into| 
quite a quantity in the printing 
order. 

Regardless of the above require- 
ments and restrictions which would 
make some art directors throw up 
their hands in despair, it is sur- 
prising how clean-cut, clearly-illus- 
trated and interesting these books 
are, even to personnel not con- 
cerned with maintenance of air- 
craft. 

Before entering the 
18 months ago I was employed for 
23 years as art director for one of 
the leading Four A agencies. During 
that time it was my contention that 
a great amount of money and time 
was wasted in the preparation of 
advertising material. Many art di- 
rectors strive for art and typo- 
graphic excellence and tricky lay- 
outs, purely to win acclaim from the | 
advertising profession or to “make” 


Army some 


|organizations as 
i 


‘olor fiction illustrations in their 
:ditorial makeup when these could 


| 9e smaller without affecting the eye 


ippeal to any great extent. Several 
yages of paper could be thus saved 


ind one page in such a publication | 


neans a lot of paper saved. 


If properly merchandised to a| 


datriotic public, considerable good 
vill would result to any magazine 
‘taking such a step. 

Advertising could effect the same 
saving by cutting down on white 
space or large illustrations and con- 
jense such ads to a half page in- 
stead of a full page. 

The Nov. 10 diary hit so closely 
my train of thought and our pro- 
zedure here that I couldn’t resist 
etting you know, even though it 
nay be radical thinking and wish- 
ng... the Army air forces have 
oroved it can be done practically 
and effectively. 

Roy E. WASHBURN, 

Major, Air Corps, Chief, Master 

Copy Preparation Branch, 

Maintenance Division, Patter- 

son Field, O. 


Takes Ad Man to Task 


To the Editor: When the Ad Man, 
in his column of Nov. 22, stated: 
“But nobody really loves to write. 
because writing is thinking; and 
thinking is the most loathsome form 
of work,” it is this bodaciou: 
scribe’s opinion he was 
through his hat! 

Let’s define our terms: According 
to my dictionary (Winston) “think” 
means 
ideas, conceptions, 
ments, etc., 


inferences, judg- 
as distinguished from 
mere sense perceptions.” ‘“Loath- 
some” means the “causing of intense 
disgust.” 


“to exercise the mind with} 


In more exact language, he seems | 
to imply that there isn’t anyone who} 


enjoys exercising the 
ideas, conceptions, inferences, judg- 
ments, etc., because to do so causes 
intense disgust! 

Bosh! 

If a heluva lot of people didn’t 
enjoy thinking—and keenly, too!— 
how do you account for the growth 
and development of such gigantic 
General Electric, 


mind with 


T 


HE tall corn grows big ears in Iowa . . . lots 
of big ears buttered with golden kernels... 
the golden kernels go down the gullets of scores 
of millions of wee chicks... they grow plump and 
juicy and march to hungry markets . . . produc- 
ing income to be spent in Iowa’s towns and 
cities. Only pin money to lowa—but more money 
from more chickens and eggs than any other 


state can boast about. 


Here is an urban market whose volume is in the 
top 20 of American markets, yet its biggest city 
talking | jas less than 200,000 people within its limits. For 


Urban Iowa is R & T Iowa, a supermarket within 


ow the 


MONEY 
will roll in... 


When These 
Babies March 
to Market! 


a great market... a market bounded by the paxes 
of a great paper whose readers are the kind of 
sales prospects that count. 

Iowa defies and defeats ordinary, lackadaisical 
market analysis. 


Here farm income is greater than 


war contracts or industry income. Here is a great 
market stabilized by steady streams of newly cre- 
ated wealth from many sources. 


R & T Iowa faces the uncertaintiés of peace wth 


war world... 


a certainty of continuing income that no other 
state enjoys. Smart sales strategy is invading lowé 
today to dominate R & T Iowa sales in the post 
the likeliest spot for steadiest volu¢. 


q 


M you don't see R & T lowa on it, 
someone is letting you miss one of 


= 


va) 1OWA, 


A STAT. 
BYAS 


America’s top 20 urban markets. 


E URBAN poof . 
comes PAPER «++THE BES MOINES 
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CULTIVATER 10WA TODAY... FOR CULTIVATING 10WA ALWAYS PAaYs 
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y “he latest Pathfinder says...” 


Throughout small-town America, week-day noon hours stretch to double 
their official span as lunch clubs meet for the warmth of fellowship and to 
hear formal discussions of current topics. But in those communities even 
chance meetings often resolve into open forums where the PATHFINDER 
is more likely than not to be quoted as authority for facts and opinions. 


Sixty per cent of the population lives in our towns and small cities—does 
its shopping on Main Street where over half of the country’s retail stores are 
located. And today it spends a much larger part of its money in those local 


i stores than usual. Traveling difficulties are keeping people at home and retail 

. sales in the smaller communities have soared accordingly. 

3 PATHFINDER, America’s oldest news weekly, is published expressly for 
that one great population group. Now that FARM JOURNAL has purchased 
operating control, PATHFINDER has acquired more editorial range and 
vigor—its news coverage and influence are being extended. For the first time 
in its history, PATHFINDER is in the position to meet the tremendous 
possibilities of the field it serves. 

“i Both its present intensely faithful readership among more than 400,000 

ch subscribers and its low advertising rate of $800 per page make the PATH- 

/ FINDER a splendid advertising investment. [t is the one periodical read one 


hundred per cent in the richest potential but least effectively covered market 
in the country. 


a wes 
id of 
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: PATHFINDER 


with ; “—T , 
News Weekly from the Nation’s Capital \ 


lowa PATHFINDER BLDG. WASHINGTON, D.C, 
p* st- 
lume. 
—_| ADVERTISING OFFICES: 
*hiladelphia. . . . . . 230 West Washington Square 
\ ashington, D. a ° Pathfinder Bldg., 2414 Douglas St. GRAHAM PATTERSON, Publisher 2 ; 
vew#York . . 4 . . . Room 2013, Graybar Building * 
thicago =. . . . . Room 2101, 180 N. Michigan Ave. | 
2 Detroit. . . . Room 5-267, General Motors Building a 
reattle . . . . . W. F. Coleman, 1037 Henry Building & 
=/ | SanFrancisco . . W. F. Coleman, 300 Montgomery St. 
sys f Los Angeles . . . . W. F.:Coleman, 530 W. Sixth St. 
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CHICAGO RETAILERS SAY: 


“To Sell to Men or to 


program around 


11.4% 


{WOMEN’S CLOTHING 


To advertise jwen's clotuing Chicago department stores and specialty 


Percentage of expenditures placed by department stores and 
specialty shops to advertise 10 different kinds* of MEN’S 
CLOTHING in each Chicago newspaper 


PAPER C 
= 


5.0% 


shops place in the Tribune more of their promotion budgets 


than they place in all other Chicago newspapers combined. 


Whether your product is bought by women or by 
men, the facts presented here make plain that you 
use your promotion funds to best advantage in 
Chicago when you build your program around the 
Tribune. 

To advertise the 22 different kinds of women’s 
clothing covered by the chart at the right, Chi- 
cago department stores and specialty shops dur- 
ing the first six months of 1943 placed in the 
Tribune 56.7% of their total expenditures for 


advertising these items in Chicago newspapers. 


This was more than four times as much as they 


placed in any other Chicago newspaper—and far 


more than they placed in all other Chicago news- 


papers combined. 


To advertise the ten different kinds of men’s 
clothing covered by the chart above, Chicago 
department stores and specialty shops during the 
same period placed in the Tribune 53.9% of 
their total expenditures for advertising these 


items in Chicago newspapers. 


This was more than twice as much as they 
placed in any other Chicago newspaper—and 
far more than they placed in all other Chicago 


newspapers combined. 


First 6 Months, 1943 


*Wool suits, 
topcoats, over- 
cOats, summer 
suits, felt hats, 
straw hats, 
shoes, shirts, 
neckwear and 
nosierv. 
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| Women, build your 
| the Chicago Tribune!” 


and Percentage of expenditures placed by department stores : 
EN’S and specialty shops to advertise 22 different kinds* 


of WOMEN’S CLOTHING in each Chicago newspaper 
First 6 Months, 1943 
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ak ss \ ITH Chicago's spendable income at anall- than other Chicago newspapers. From one 
se time high, the testimony of the retailers who — end of this market to the other, the Tribune 
know Chicago proves that whether you sell to is the newspaper bought, read and bought from 
women or sell to men, you advertise with maxi- as 1s no other. 
mum effectiveness and economy when you make To get your full share of the greater oppor- 
the Tribune your number one Chicago medium. tunities offered today in Chicago, build your _" 
Every day of the week, the Tribune delivers promotion around the Tribune. Rates per 100,- ‘a 
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G. M. Program Chan es 2:15 p. m., EWT, has been changed 

The name of General ae radio | to “Today’s Children,” effective Dec. 
program, “Lonely Woman,” broad-|13. Blackett - Sample - Hummert, 
east over the full NBC network at| Chicago, is the agency. 


Day after day, night after night, WMAQ brings to 
the vast radio audience in America’s second largest 


market the greatest collection of big-time entertain- 
ment on the air. 


This year WMAQ’s schedule of programs is even 
better than that of previous seasons in which 
national listener surveys repeatedly rated the shows 
that it broadcasts 

the best 9 out of the first 1O— 

the best 16 out of the first 20— 

the best 34 out of the first 50— 
among all programs. 

Listening to WMAQ is a MUST in this extensive, 
wealthy area—a habit that insures the greatest pos- 


sible circulation to your sales message and returns 
from your investment. 


So take a tip from astute advertisers and place 
your local and spot campaigns on 


50,000 Watts + 670 Ke. 
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Advertising Age, December 13, 1943 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 

most prominent and widely known advertising men. It is presented in 

ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


November 29. Now the Department of 
Commerce comes along with the same 
suggestion recently made here, namely, 
that many advertisements could be cut 
down in size without loss in efficiency, and 
important paper savings thus made. This 
Department has been a good friend to, and 
an intelligent observer of advertising, so 
this is no New Deal flanking movement. 
Now, also, I get a letter on this subject 
from Roy Washburn, long-time agency art 
director who, as a major in the Army air 
forces, has been helping prepare their 
printed instruction material. He says they 
have learned to get amazing results under 
space restrictions that would make most 
art directors throw up their hands. As the 
bum said to the barkeep, the way to sell 
more beer is to sell less foam. 


November 30. In the earlier days of ad- 
vertising so much space was kept sold on 
the plea that the advertiser must look only 
for “cumulative results,” that the phrase 
finally became one for derision. But it is, 
in fact, if properly understood, an exact 
description of the way in which most ad- 
vertising works. Even in successful mail 
order advertising the direct and immediate 
results from a given advertisement are 
often not sufficient to cover costs and show 
a profit. But if the advertising and the 
product make customers who will repeat, 
the volume eventually accumulated will 
bring the advertiser out with a profit on 
the operation. The length of time required 
for this will depend very largely on (a) 
how many new customers each ad starts; 
(b) what percentage of these will repeat; 
and (c) what the natural rate of consump- 
tion and repurchase is for the product 
involved. For some very slowly or occa- 
sionally consumed products you really need 
to have had your grandfather start the 
business. 


December 1. Sat in on a pow-wow be- 
tween two men who were on opposite sides 
of a rather touchy controversial issue. The 
discussions started in an atmosphere of 
suspicion and antagonism, but ended in 
friendliness and mutual respect—even 
though there was still disagreement on the 
issue. This was due entirely to the fact 
that the man on one side had two great 
qualities: complete candor and unquench- 
able good humor. You can’t beat them in 
a negotiator. 


December 2. What this country needs 
more of is guys that will get up in meeting 
and shout “Nonsense!” So when George 
Wright of Baltimore did just that about an 
item recently recorded here I was glad to 
learn there was another stout fellow in 
the house. Still, I hope you will permit 
me a little exaggeration now and then, 
George. It is such a comfort to write some 
copy that won’t be viewed with an FTC 
squint. 


December 3. Tonight I read an article 
by Dorothy Thompson in the current issue 
of Life which I am going to clip for my 
files of advertising literature. It deals with 
the problem of what our treatment of a 
defeated Germany is to be. But it exhibits 
more clearly and dramatically than any- 
thing else I can recall at the moment how 
completely the actions of people are deter- 
mined by the ideas they hold; and how 
without an idea to be loyal to, their lives 
produce chaos. For people whose job is 
essentially the implanting of ideas — but 
who sometimes forget it—this article is 
good red meat. 


December 4. Brought in from the farm 
a huge packing case, full of home canned 
peaches, pears, plums, apricots, and cher- 
ries—sweet and sour—and stored them 
away in our city pantry. I don’t know 
whether such an operation is economical, 
as compared with buying the fine products 
of the California packers, but I do know 
that it yields, in Eddie Guest’s words, “a 
heap of living.” The pleasure I had in 
raising and picking these fruits, and that 
my wife had in canning them, might not 
lend itself to grade labeling, but there’s a 
lot of it in every jar. 
. 


December 5. A friend of mine wanted 
a tricycle for her young daughter, but there 
were none on the market. I suggested a 
want-ad which got her a perfectly good 
one, second hand. Today I found in an 
antique shop ‘hat was open for Sunday 
morning strollers just the child’s work- 
bench and tools I had been looking for 
as a gift for a small boy. I wonder if 
one more brake on inflation couldn’t be 
fashioned by an organized effort to increase 
second-hand trading in short goods. Maybe 
local war bond committees could run a 
White Elephant shop where all the trans- 
actions were payable in stamps and bonds. 
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BALTIMORE 


TOM TINSLEY, President 


Represented Nationally by HEADLEY-REED 


In less than two short years, 
W-I-T-H’s advertising roster has 
risen from zero to 149 advertisers 
(on the air, as of December Ist). 
Most of W-I-T-H advertisers are 
the check-up kind . . . who know 
how to buy radio, who know how to 
check results to the decimal point. 


W-I-T-H 
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—thanks to the buying desire 
of its top 400,000 audience of 
newsstand buyers...who know 


today what’s coming in the 
World of Tomorrow. 


The boys here in the office are at it again, “Let’s have an 
ad that tells who actually READS this book of ours! 
Some advertisers still don’t KNOW! They think we've 
just got 400,000 circulation!” Well, here goes: 


Advertising Director 
Fawcett Pustications, Inc. — 


“ 


In this beehive of space salesmen here, we have to keep 
track of (1) new advertisers in Mechanix Illustrated, 
(2) renewals by old advertisers. 


It's always a thrill to us to get the new ones. It means the 
boys are on their toes. 


But the big thrills come when old advertisers send in 
renewal contracts. Because a renewal, on a magazine like 
this, can’t be sold. It has to be bought—not on opinion or 
judgment, but on pulling-power alone. 


Why? Because in a direct-response medium like 
\echanix Illustrated (more than 80% of the advertise- 
ments we carry are keyed for response) results are all 
‘iat count. So every renewal proves once more that 
Vechanix Illustrated can get those coupons in. 


shudder to think what would happen if we didn’t pull 
those coupons in—month in and month out, every month 
the year. 


ecause mail-order advertisers don’t advertise for fun. 
0 stay in business, they have to get those coupons in... 
y-as-you-go. 


nd when a medium on their list doesn’t pull—they drop 
ike a hot potato. 


)when the South Bend Lathe Company renews 12 times ; 
en Harley-Davidson reports Mechanix Illustrated the 
v-cost producer of their entire list ; when 426 individual 
issified advertisers crowd one issue ; when Victor Evans, 
tent attorney, reports in renewing that we show more 
ilar returns per dollar spent than the “other two” ; 
1en Indian Motorcycle renews for 8 pages and 4 halves 
r 1944 (against 12 halves in ’43) ; when National Radio 
stitute and Coyne Electrical School and Charles Atlas 
‘y with us year after year ; when December 1943 shows 
88.6% advertising revenue increase over December, 
42... brother, I feel good. 
* * * 


ut I forgot: The boys want me to tell you who READS 
echanix Illustrated. 


hat’s easy. Because you already know him. You know 
m well. 


He is none other than America’s No. 1 mechanical neigh- 
borhood Oracle. He’s your amateur Mr, Fix-It—in the 
flesh. 


He can fix anything. Make anything. Make anything 
work. That’s his hobby. He would rather grovel under 
a broken-down car, or sweat over his basement work- 
bench, than eat. His mother or his wife has to call him 
to dinner 10 times before he even hears her. He can tell 
you, just like that, what an elastic stop-nut is. Or a spot- 
weld. Or the difference between a helicopter and an 
autogyro. Or the principle of the newest plane de-icer. 


He’s the fellow who fixed Mrs. Jackson’s meat-grinder. 
Showed Junior Smith what was wrong with his model 
plane. Gave old Mr. Jones two more miles per gallon out 
of his 1924 Ford. Wouldn't take a penny for it, either. 


He’s handy with tools. Handy with his hands. While 
you relax collecting stamps, or hoarding antiques, or 
taking in all the football games, or reading detective 
fiction —his idea of relaxation is to wallow in grease and 
shavings and metal filings and sawdust, making some- 
thing or fixing something. That, folks, is the guy who 
reads Mechanix Illustrated. 


And how do we know he reads it? Because he goes to 
his newsstand, over 400 000 strong every month, and buys 
Mechanix Illustrated to use as the guide for his hobby 


He’s away ahead of you, and you, and you (and me) in 
his mental conception of America’s postwar World of 
Tomorrow. And we're editing Mechanix Illustrated 
exclusively and entirely for him. 


He’s today’s Market No, 1 for postwar America! 
* * * 


Let me show you how successful this editing has been 
and how successful it will continue to be in 1944: 
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Over 79.6% of our readers are under age 34. 


Our circulation, which 3 years ago stood 150,000 at 10c, 
stands today at over 400,000 at 15c—with 97.5% news- 
stand sales, highest ever attained in our field. 


We gained 49.1% circulation in the past year alone, 
against a 9% and 3% gain for the other two in our field. 


Based on 1943 first-6-months figures, Mechanix /lIlus- 
trated pulls 945 primary readers per advertising dollar, as 
against 839 and 776 for the other two in our field. 
—So, gentlemen of the advertising business, when you 
buy Mechanix Illustrated, you're in on a rising market. 
The vast majority of our advertisers came in on a test 
basis. The vast majority of them are in to stay. 

Test Mechanix Illustrated yourself. See how it pulls 


those coupons in for you. We will stand or fall on the 
results you get. 


One of the Great ionine of Fawcett Magazines 


FAWCETT PUBLICATIONS INCORPORATED 
NEW YORK: 1501 Broadway. . Longacre 3-2800 


CHICAGO: 360 N. Michigan Blvd . Central 5750 
LOS ANGELES: Simpson Reilly Ltd 
Garheld Bldg Michigan 7421 
SAN FRANCISCO: Simpson Reilly Ltd 


Russ Building Douglas 4994 
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Advertising Age, December 13, 1949 


ins | s * |dustry, NAM feels this places a| finance committee, U. S. Steel Cor- . s 
yeas |. OS, ames tormerty | Public Relations | “tremendous responsibility’ upon | poration, discussed “Let’s Make tne} Domestic Lines 
-_ ve nan ‘Seateet! public relations men. — Annual Report Produce.” - 

- 7 A TR 3 & Lee Bat joined | Men Gather for "At the opening session, Burnham) The second day of the conference, Ask World Air 
. epscemte teases Teste hs Boar ar | | Carter, partner of Ivy Lee & Ross,| Cloud Wampler, president of Car-| gy. 
Annual NAM Meet »resisea at a round table on “Fun- rier Corporation, spoke on “we Go Rights After War 
é ais ol a- | 


, = mh j : Back to School.” “Techniques in| , : 
New York, Dec. 8.— More than| tions.” William I. Nichols, editor,| tyman Relations for Industry” was| New York, Dec. 7.—A_ national 
200 public relations men from all This Week Magazine, spoke on 


: : | olicy which would permit great 
: - ! the subject of a talk by Granville B. | POUCSY wou eater 
; : tw ‘ :<| ‘What People Read;” Paul Hollister, gg ee “- ~ ~;| postwar participation of domest, 
° over the country were on hand noe vice-president, Columbia Broad- —— ema x cago ama lairlines in international commerce 
, week to attend the second annua casting System, discussed “What|!@bor relations, Ciba armaceu-| ang immediate government ac ior 
; public relat‘ons conference, spon-| people Hear;” and Claude Robinson, | tical Products. Baek Starr, director | to guarantee such companies a: es, 
STUDIOS INC. Mem sored by the National Association | president, Opinion Research Cor- = naar ee dee to American-built overseas a4 
ri of Manufacturers, Dec. 6 and 7. All| poration, addressed the group on| Garmen orkers’ Union, discussed | pases, was strongly urged her: 
540 N. MICHIGAN AVE.- CHICAGO (9 arene | 


syegs ” Last 
sessions were closed to the press. | “What People Think.” “Labor’s Responsibilities. | week by officials of five domesti 
Whitehall 5355 Basically, the purpose of the con- At the dinner meeting, Bruce | airlines. . . 
: ference is to coordinate the under- Hold Panel Discussions Barton, president of Batten, Barton, Heading a discussion of “The Air. 
standing of industry’s problems by During the afternoon meeting,| Durstine & Osborn, talked on “Pub-/| lines and Tomorrow” at a_lunc ieop 
industrial public relations execu-| Paul Garrett, vice-president in| lic Relations—Yesterday, Today and| meeting of the Sales Executives 


tives. Since the future of private charge of public relations, General Tomorrow.” A panel discussion | Club, Jack Frye, president, T 

enterprise in the postwar period de-| Motors Corporation, presided at a| followed with James W. Irwin, Na- continental & Western Air, said 

pends on the public’s acceptance of| panel on “Public Relations at) tional Dairy Products Corporation,| industry believes that the natio 

|the good faith and motives of in-| Work.” E. M. Voorhees, chairman, | as moderator. which can solidly establish itself in 

world markets first will achieve the 

| “quickest and soundest’ recovery 

| from the repercussions of the war, 

| Others who echoed these senti- 

/ments and decried the creation of 

| artificial barriers for “the one means 

|of transportation that knows po 

| natural barriers” were A. N. Kemp, 

president, American Airlines; J. H 

Carmichael, vice-president, Penn- 

a sylvania-Central Airlines; Paul H 

Brattain, vice-president, Eastern 

| Air Lines: and S. J. Solomon, presi- 
| dent, Northeast Airlines. 


‘CAB Lists Ten Leading 
Radio Programs 


| After being absent from the air 
for some time due to a long siege of 
illness suffered by Lou Costello, 
| Abbott & Costello, ranked among 
the first ten leading programs, scor- 
ing a 26.0 rating, according to the 
second report of the 1943-44 winte: 
season issued by the Cooperative 
Analysis of Broadcasting. 

The ten leaders, in order, are 
| Fibber McGee & Molly; Bob Hope: 
Lux Radio Theater; Edgar Bergen- 
Charlie McCarthy; Jack Benny: 
Maxwell House Coffee Time; Ald- 
rich Family; Red Skelton; Sealtest 
Village Store; and Abbott & Cos- 
tello. 


Lupton Joins ABP Statf 


| John M. Lupton, formerly di- 
| rector of public relations for Ache- 
son Colloids Corporation, and 
| advertising manager of Robins Con- 

veyors, Inc., has joined the head- 

quarters’ staff of Associated Busines 
| Papers, New York, as advertising 
| manager. 


| 
Named Radio Editor 

Rich Marvin, formerly with J 
Walter Thompson Company and be- 
fore that radio director of William 
Esty & Co., New York, has joined 
Ward Wheelock Company, New 
York, as radio editor, succeeding 
Blaine Butcher, resigned. 


*M PROUD of you most times, You're intelligent 
' i and successful, and even kind of handsome in 
a restrained sort of way. 


Gordon Gets Tailors 


Phil Gordon Agency, Chicago, has 
been named to handle the advertis- 
ing of the Royal Tailors, makers o! 
tailored -to- measure clothes Id 
through retailers. National maga- 
zines and newspaper will be used 


“But why do you talk to my women friends and 
me as if the news were all written in limericks unfit 
for feminine ears? 


“The news of fighting and rationing and taxes and the 
draft is hitting us women hard—taking away our menfolk 
—playing hob with our servants—snarling up our shop- 
ping—gouging our budgets—cutting into our pin money. 


Ve ; an? ; worth Conroy Buys KBIZ 

-news »inve 8 »stwar plan- | 

F ote Ane the n he o wartime inventions and pos ar. James Conroy, owner and oper- 
3 ning is deciding how we'll live for years to come! ‘ator of WDSM., Superior, Wis., has 
: “Of course | read Time! What do you think I do with | purchased KBIZ, Ottumwa, Ia., fron 
j . . ; . 9" | J. D. Falvey, who is retiring because 
3 your copies every week—line the shelves with them ? 


| of ill health. 


If you think Mrs. Perturbed is unique, ask your 
own wife. 


Or ask any of the more than a million intelli- 
i gent, wide-awake, well-informed girls who mar- 

ried their men on the way up—who share their 
: husbands’ interests, their hobbies, their copies of 
; TimE—who say they prefer TIME five to one over 
| any other ad-bearing magazine they read. 
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HOUSANDS of America’s fighting men are returning 
home — but many are not marching. They come on 


stretchers and crutches the grim toll of gun-swept 
beaches, flaming ships and death-riddled jungles 

Medical science is performing miracles in rebuilding 
broken bodies and shattered nerves. But doctors cannot 


answer the silent questioning in the eyes of men wonder- 
ing what the future holds for them 

How can they overcome their new handicaps? Will they 
Can they be taught new voca 


be fit for their former jobs? 
and education to 


tions? What about financial help 
make up for lost years? 

Today, in many homes and hospitals, men who have carried 
the greatest burdens of the war are troubled by these uncer- 
tainties. While they fought to assure America’s future, we 
at home have neglected theirs by failing to create an 
adequate program of rehabilitation 

Our duty is clear we must provide every serviceman 
with whatever he needs to return to useful civilian life 
America has the best of intentions to fulfill this vital obli 


gation but we are failing in our duty every day! 


Rehabilitation is not only a post-war problem. Thousands 


of casualties are with us now they need help now 


READ THESE BOOKLETS— 


These two booklets contain 32 
artiles o@ veterans rehabilitation 
problems which were published by 


The Milwaukee Journal, as part of 
mn this sub 


Y cb nuin « 
“ A lmired umber < copies 
are available. Write The Milwaw 
kee Jowrnal, 35) W. Stare St, Mil 
waukee (1), Wee 


Published in the Interests of America’s 11,000,000 Servicemen by THE MILWAUKEE JOURNAL 


and the number is increasing daily! Dozens of federal 
and state agencies are tackling the job, but there are shame- 
ful inadequacies bringing tragic consequences to many 


American homes 


The need for a complete, nation-wide veterans’ rehabilita- 
tion service is a challenge to every legislator, to every 
thinking American. Action cannot await the war's end or 
bow to political maneuvering. Now is the time for Wash- 
ington to (1) Unify existing veterans’ laws; (2) Simplify 
procedure for prompt attention and proper care of all cases; 
(3) Provide adequate rehabilitation facilities and centralized 
direction through legislation so comprehensive as to assure 
that no serviceman is neglected. 


The power to act lies in Washington but it is up to 
you and your neighbors to create in your community a de- 


mand for prompt action 
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In the belief that rehabilitation of 


returning servicemen is one of the major problems 


of wartime as well as post-war America, The Milwaukee Journal has published the above 


message : 
ages and two others in 20 leading newspapers from coast to coast. These advertisements 


fine ba , 
y be obtained for reprinting by anyone interested in arousing public demand for a broad 


program of veterans’ rehabilitation. Mats will be supplied free if desired 
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Also available for reprinting or study are two booklets containing 
were published in The Milwaukee Journal. | 


32 articles on veterans’ problems which 


Write The Milwaukee Journal, Milwaukee (1), Wisconsin. 
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Lukacy Joins Biow 


Hermine Lukacy, formerly with 
Foote, Cone & Belding, New York, 
has joined Biow Company, New 
York, as assistant time buyer. 
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Ironized Yeast to 
Be Handled by 
Pedlar & Ryan 


New York, Dec. 7.—Advertising of 
Ironized yeast, made by the Centaur 
Division of Sterling Drug, will be 
handled by Pedlar & Ryan, begin- 
ning March 1, 1944, when Ruthrauff 
& Ryan, which has handled the 
product for many years, will re- 
linquish the account. 

Advertising for the product has 
been almost exclusively confined to 
radio, and last year Centaur spent 
more than a million dollars in this 
medium. In 1938, after five years 
of consistent spot radio, Centaur 
bought its first network show, the 
“Good Will Hour.” In 1940 the 
company sponsored the “Court of 


Missing Heirs” over the CBS net- 
work, and during that same year 
shifted what was then called the 
“Original Good Will Hour” from the 
Mutual network to NBC. 

Last year Centaur replaced “Are 
You a Missing Heir?” with a mys- 
tery series entitled “Lights Out,” 
heard on 76 CBS stations, and in 
July of this year expanded the pro- 
gram to the entire network. In 
September, the company replaced 
this program with “Big Town,” 
which formerly starred cinema star 
Edward G. Robinson, and currently 
features Edward Pawley. Centaur 
also dropped its sponsorship of the 
“Good Will Hour,” recently taken 
by a new sponsor. 

With acquisition of the Ironized 
yeast account, Pedlar & Ryan will 
have two products of Centaur in its 
fold, since the agency has been 
placing advertising for ZBT baby 
powder for some time, the bulk of 


which goes into consumer maga- 


zines. 
Omar on Blue 
Omar, Inc., Omaha, Neb., will 
sponsor “Ranch House Jim,” 15- 


minute program featuring baritone 
Curley Bradley and the Reggie 
Cross harmonica quartet, over 22 
stations of the Blue Network, be- 
ginning Jan. 3, in behalf of its 
Ranch House pancake flour. The 
program will be heard Mondays, 
Wednesdays and Fridays at 3:45 
p. m., EWT. MacFarland, Aveyard 
& Co., Chicago, is the agency. 


‘Superman’ Renewed 


Sponsored by the Kellogg Com- 
pany in behalf of Pep, “Superman” 
has been renewed for 52 weeks, ef- 
fective Jan. 3, over the full Mutual 
network. The program is heard 
Mondays through Fridays from 5:45 
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THERE;is a drawing power in Bost: 

a ts audiences as if. they weré®attracted by. some huge, 

if invisible magnet. This force is WORL, one of the : 
foremost independents in the country. . . a station “i 
which in succeeding Hooper surveys has consistently 
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been among the leaders in many of the prime day- 
time periods. Its low-cost structure makes it “The 
Best Buy in Boston.” 
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to 6 p. m., EWT. Kenyon & icy. 
hardt is the agency. 


Offers Commentator 


A new series of news commen. 
taries featuring Royal Arch Gunpj. 
son, recently returned to America 
on the Gripsholm: after 22 monthy 
internment in Jap prison camps, wij) 
be inaugurated by Mutual over its 
coast-to-coast network, Starting 
Dec. 22. Heard Wednesdays ang 
Saturdays from 10 to 10:15 p. m 
EWT, the series is offered for com. 
mercial sponsorship. 


Buys ‘Open Door’ 


Standard Brands, for its vitamin 
products, coffee and desserts, has 
purchased a new _ spot on the 
full CBS network, and will sponsor 
a mystery series entitled “Open 
Door,” beginning Jan. 3. The 
program will be heard Mondays 
through Fridays from 3:15 to 3:39 
p. m., EWT. Ted Bates, Inc., is the 
agency. The same company, which 
sponsors “Mary Marlin” on the 3 to 
3:15 p. m. spot five times a week, 
for Tender Leaf tea, will expand 
the program to the full CBS net- 
work on Jan. 3. J. Walter Thomp- 
son Company is the agency. 


Williams on CBS 


The J. B. Williams Company has 
begun sponsorship of the former 
Berlin correspondent, William L. 
Shirer, launching its first campaign 
on the CBS network. The commen- 
tator is heard on 46 outlets in be- 
half of Williams shaving cream 
every Sunday from 7 to 7:15 p. m, 
EWT. J. Walter Thompson Com- 
pany is the agency. 


Takes CBS Show 


Anchor Hocking Glass Corpora- 
tion has bought the CBS sustaining 
feature titled “Corliss Archer,” and 
will sponsor the program over the 
full CBS network beginning Jan. 8. 
The program will be heard Satur- 
days from 5 to 5:30 p. m., EWT. 
William H. Weintraub & Co. is the 
agency. 


Gilmore Renews 


Gilmore Oil Company, Los An- 
geles, has renewed the “Gilmore 
Furlough Fun” program on NBC’s 
basic Pacific Coast network for 52 
weeks, effective Dec. 30. The pro. 
gram is heard from 9 to 9:30 p.m, 
PWT, on Fridays. Ruthrauff & Ryan 
is the agency. 


Haire Publishing Names 
Five to Staff 


Five executive staff members 
have been named by the Haire Pub- 
lishing Company, New York. 

They are: Sol K. Dickstein, ad- 
vertising promotion director, for- 
merly advertising and sales promo- 
tion manager for Colonial Radio 
Corporation; Frederick Klarman, 
art director, formerly art director 
for Country Life and American 
Home; Beatrice Judelle, field re- 
search and surveys, formerly with 
McCall’s; Al Harrison and Howard 
Schultz, advertising department of 
the Decorative Furnisher. Mr. Har- 
rison was formerly with the New 
York Sun and Mr. Schultz with 
Lorenzen & Thompson, newspaper 
representative. 


Suspended Paper on Air 

Publication suspended because of 
a dispute with the Typographical 
Union, the Salt Lake City Tribune- 
Telegram turned to KDYL, Salt 
Lake City, to present daily three 15- 
minute broadcasts of news and ce- 
partmental features. 
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SHOCK TREATMENT 


SONOCO PRODUCTS COMPANY 
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This advertisement supporting the waste 

paper campaign appeared in the Char- 

lotte Observer over the signature of 

Sonoco Products Co., Hartsville, S. C. 

The space was contributed in coopera- 

tion with the Junior Chamber of Com- 
merce and Lipton Tea. 


Longyear Heads Jury 


in Free Press Contest 


William Longyear, supervisor of 
the department of advertising de- 
sign at Pratt Institute, Brooklyn, 
has been named chairman of the 
jury that will select the prize win- 
ners in the contest for an emblem 
symbolizing “Printing and a Free 
Press,” sponsored by the National 
Graphic Arts Education Association 
as a feature of National Newspaper 
Week. 

The contest, with the Linotype 
Company offering war bonds total- 
ing $1,000 as prizes, is open to high 
school students. Time limit for 
entries has been extended to Jan. 25. 


A&S Alumni Elect 


The Advertising & Selling Alumni 
Association of New York, compris- 
ing graduates of the Advertising & 
Selling Course conducted annually 
by the Advertising Club of New 
York, has elected the following offi- 
cers and directors: president, Irene 
Farrelly, Moser & Cotins; vice-pres- 
ident, Raymond A. Jansen, Staten 
Island Advance; treasurer, Aurora 
Blande, Irwin Vladimir & Co.; cor- 
responding secretary, Emily Hansch, 
National Defense Research Commit- 
tee; recording secretary, Madeline 
Kimbell, Association of National Ad- 
vertisers; director, Thomas W. Jones, 
president, Acme Mail Service. 


Plans Shipping Bulletins 


Traffic World, Chicago, has issued 
the first of a series of file-size bul- 
letins which will be released at 
three to four-week intervals, con- 
taining timely information gathered 
by research workers during per- 
sonal calls on traffic, transportation 
and shipping managers in industry. 


Eigel Joins Buchen 

Jack Eigel, formerly with Comp- 
ton Advertising, has joined the 
Buchen Company, Chicago, in an 
account handling and copy capacity. 
Before joining Compton he was 
assistant advertising manager of the 
A. O. Smith Corporation, Milwau- 
kee, and in the advertising depart- 
ment of the Bucyrus-Erie Company, 
South Milwaukee. 


Stresses ‘Baker Seal’ 


Canadian Doughnut Company, 
Toronto, will tell consumers about 
the “Twin-Baker Seal of Approval” 
on doughnuts sold by local bakers 
in 1944, using outdoor posters 
throughout Canada, women’s maga- 
zines and rotogravure in weekend 
publications. A. McKim Ltd., To- 
ronto, is the agency. 


Public to Be Told 
Insurance Facts in 
Hartford ‘44 Copy 


Hartford, Conn., Dec. 9.—Ini- 
tiating a new type of national ad- 
vertising for 1944, the Hartford Fire 
Insurance Company, Hartford Acci- 
dent & Indemnity Company and 
Hartford Live Stock Insurance 
Company plan to tell the public a 
great many things it does not know 
and should know about the insur- 
ance business in general—and Hart- 
ford insurance in particular. 

Two full columns of informative 
material about the insurance busi- 
ness will be featured in every 1944 
page advertisement, with the pub- 
lic relations angle having been care- 
fully considered in presenting facts 


on insurance costs, fire and accident 
prevention and other services ren- 
dered by the business to the insur- 
ing public. The initial advertise- 
ment in national publications will 
feature home safety and will repro- 
duce a check list of home safety 
precautions prepared by the Na- 
tional Conservation Bureau. 

The Hartford Live Stock Insur- 
ance Company will participate in 
the advertising program for the 
first time. Hartford’s stag trade- 
mark will serve to identify each 
advertisement, which will have an 
estimated circulation of 7,500,000. 


Two Join Fruehauf 


Ralph G. Caulley, formerly assist- 
ant district manager in Detroit for 
Republic Steel Corporation, has 
been named director of purchases of 
the Fruehauf Trailer Company, De- 


troit. R. L. Vaniman, director of 
the automotive division of the WPB, 
will become vice-president in charge 

‘~ exports for the company, starting 
an. 1. 


‘‘No Burton Browne 
client has a com- 
petitor with better 


advertising ’’ 


BURTON 
BROWNE 


CHICAGO « DEL. 3800 


mendously so. 


SHATTERING ALL TRADITIONS 


When America’s armed forces were desperately in 
need of landing fields for our war planes in out-of- 
the-way places Industry met the challenge by devising 
large metal door mats. Built in sections, these ready- 
made runways can be conveniently transported and 
installed almost over-night ... providing adequate 
landing and take-off facilities for our biggest bombers. 


The ingenuity responsible for doing such war jobs 
better and faster has kept American Industry in the 
lead for many years... atypical example being a 
peace-time development which reduced the cost of 
coated printing paper to a new low level. 


CONSOLIDATED 


One might not think of paper as being particu- 
larly necessary to the war effort... yet it is tre- 


Much has been said about the need for paper 
to wrap the supplies flowing to troops everywhere 
and of the tremendous tonnage of paper needed 
by all the services for writing necessary orders 
and keeping vital records. Wood pulp, the basis 
of most paper, is also an ingredient of powder 
and many surgical supplies. 


But paper has another function of vital impor- 
tance to our war effort. In magazines, photographs 
from our many fronts can be reproduced so realisti- 


Coiled! ORPERS 
AT UNCOATED PAPER PRICES 


cally on coated paper that, in effect, we can be with 


our men continually. Thus 


enthusiasm is stimu- 


lated and our war effort given incalculable impetus. 


in many of America’s most 


out of the luxury class...h 


of enamel coated paper. 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIM OFFICES 


SALES OFFICES 


Four Modern Mills .. . All in Wisconsin 


135 SO. LA SALLE ST., CHICAGO 


ma? 


helped make possible better 
printing through a wider use 


Consolidated Water Power and Paper Company 
is proud of the fact that it provides the paper used 


important magazines 


and publications. Consolidated is equally proud 
that its tradition-shattering 
development of 1935... which 
brought the price of coated paper 


FAMOUS BRANDs 
PRODUCTION Gloss 


MODERN GLOsg 
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Named Ad Manager 


Albert W. Brownell has been ap- | 
pointed eastern advertising manager | 
of Pic, a Street & Smith publication. | 
Mr. Brownell has been with the or-| 
ganization for the past several years. 


Canaday Heads Willys 

Ward M. Canaday has been elected 
president of Willys-Overland Mo- 
tors, Toledo, O. He will continue 
as chairman of the board, the posi- 
tion he has held since 1936. 


STRIPS FOR 
ACTION! 


For ELEVEN YEARS we have 
specialized in the production 
of continuity strips and car- 
toon artwork for leading ad- || 
vertisers and agencies— 


Johnstone & Cushing | 
155 East 44 Street, New York City 
MUrray Hill 2-6236 


Changes Closing Dates 


American Home has advanced its 
closing and cancellation dates, effec- 
tive with the April issue. Covers 
and four-color inserts will be closed 
on the 20th of the third month pre- 
ceding date of issue. Advertising 
forms for black and white and 
R. O. P. color will close the fifth 
of the second month preceding date 
of issue. 


Boldt to Phenolic 


K. F. (Ben) Boldt, formerly ad-| 


vertising and sales promotion man- 
ager of Rock-Ola Mfg. Corporation, 
Chicago, has been named advertis- 
ing and sales promotion manager of 
American Phenolic Corporation, 
Chicago manufacturer of Amphenol 
A-N electrical connectors, high die- 
lectric insulations and other radio 
and electrical parts. 


Names Waters Agency 


Jules Schwab & Co., New York, 
jewelry manufacturer, has appointed 
Norman D. Waters & Associates, 


executive. 


‘Swap’ Campaigns 
Unearth Stocks of 
Useful Appliances 


Chicago, Dec. 7.— Outstanding 
| successes have been reported by two 
utility companies whose appliance 
|““swap” campaigns are boosting war 


stamp sales, helping dealers and 
icutting absenteeism in war fac- 
| tories. 


In Chicago, Commonwealth Edi- 
son Company started its drive, as 
part of its regular advertising pro- 
gram, last Oct. 18. The objective is 
to make available to war-busy fam- 
ilies electric labor-saving appliances 
which they otherwise might not ob- 
tain because of manufacturing re- 
strictions. Chicagoans turn out-of 
service appliances in at participat- 
ing dealer stores for war stamps; 
then the appliances are repaired and 
| resold. 
| In the first four weeks of the 
city-wide campaign, according to 
|E. M. Ball, manager of the com- 


|New York, as its advertising agency.| pany’s dealer cooperation depart- a ; 
| Charles H. Whitebrook is account| ment, more than 2,000-devices were | many smaller dailies and weeklies. 
up! There the collection of old appli- 


‘turned in. Totals have gone 


|each week, with electric irons head- 
| ing the list of appliances unearthed 
| thus far. Radios rank second, toast- 
‘ers third and vacuum cleaners 
fourth, 
enrolled also have swapped a num- 
ber of space heaters, fans, 
irons, hot plates, coffee 
broilers and washers. 
dealers report a quick turnover, 
with some appliances 
repairs at all. 
Commonwealth Edison provides 
the advertising, a nine-week series 


makers, 
Enthusiastic 


of insertions in local dailies, the 
“Downtown Shopping News,” and 
community and foreign language 


papers, as well as promotional ma- 
terial, but its own retail outlets are 
not engaged in the campaign (AA, 
Oct. 18). 


Children Help Out 


In the Greater Pittsburgh 
Duquesne Light Company, 
operating the “swap plan” cam- 
paign originated by the Proctor 
Electric Company, Philadelphia, 
also is using large-size newspaper 


area, 
locally 


advertisements, which it has sched- | 


|uled in the three dailies, as well as 


as oe 


Why I hike to 
Vrite lor 


Cosmopolitan 


by 
r Daniel Steele 


Cureipitings has 


Wilbu 


a third of a century. 
at other media. Nev 
writer worth his salt 


dying day he would 


cause it is plain th 


l HAVE been a short-story writer for almost exactly 


Naturally, I have had my flings 
‘er has there been a short-story 
who has not told himself to his 


rather far be anything else but. 


For it is a devilish craft, none more so. And be 


at I fell among the fairly-few 


doomed to be permanently bedevilled, it is because 


kin Banning .. 
Bromfield . . 


publishing history 


books that have 


since January, (2) has steadily increased 


Wilbur Daniel Steele 
. Vina Delmar... 
. Sinclan 
among the many topflight American au 
thors who like to write for Cosmopoli 
tan, whose finest stories crowd the pages 
of issue after issue. 


And because great writing makes great 
reading, Cosmopolitan has (1) made 


become 


Mr. Steele has won the O. Henry Prize for Short 
Stories more often than any other writer, so often 

in fact that he has made himself ineligible for further 
competition. He is now en route to South America, 
seeking material for new short stories for Cosmopolitan. 


of this that I must specially give thanks that a maga- 
zine like Cosmopolitan exists (and prospers) today. 


I am too lazy and too mild to face the enormous 
labor of creating a story unless there is a challenge 


in it. Fortunately, at nearly 
working career there has been 


willing and eager (and able) to accept that challenge 


with me. Cosmopolitan today 


... Margaret Cul its circulation 


Louis copies 
Lewis ... are 


Cosmopolitan’s 
acter of that 
ence—alert to 
willing to buy 


Best Sellers 


tomers they 


Newsstand sales for each of the last three issues of Cosmopolitan exceeded a million copies—at 35¢ 


to more than 
a new record! 


But more important than the size of 


circulation. 
politan has a decidedly youthful audi 


It's an audience that more and more 
by introducing 12 advertisers are cultivating not only for 
today’s sales but for the many new cus- 
will serve tomorrow. 


From a painting by W. Langdon Kihn 


every epoch of my 


some one magazine 


is such a magazine. 


2,000,000 


circulation is the chat 
For Cosmo 
new ideas—ready and 
the things they need. 


and the 286 dealers now | 


waffle | 


needing no} 


Advertising Age, December 13, 1943 
|_ START CANVASS _ 


Berens ae soe 


ior WAR STAM 


ReTTES 
TAWGERS ant RANGED 


OME 


Loon FoR A CALL AT your W 


AMERICAN 
Pane? 


~\ + + OUT More and Mare WAR BONDE + & 


Rangers and Rangerettes are helping dig 
| up electric appliances in Pittsburgh, as 
| witness this newspaper appeal sponsored 
by the Duquesne Light Co. 


ances was given considerable im- 
petus recently by a house-to-house 
canvass started by boy and girl 
Rangers and Rangerettes of the 
Pittsburgh Press “Seck Hawkins 
Club.” 

Duquesne conducted a_ dealer 
“swap” meeting Oct. 12 with a pres- 
entation so thorough that some 
dealers thought for a time they 
were seeing a new line unveiled. 
They were told, however, that the 
plan has been responsible for the 
recovery and potential redistribu- 
tion of almost 6,000 idle or surplus 
appliances, mainly electric irons, 
during the five months it has been 
in operation. Even greater success 
was forecast for the boy-and-gir] 
army which has taken the field. 

WPB officials, as well as_ the 
Treasury, have endorsed the “swap” 
program for helping reduce absen- 
teeism in war plants by providing 
badly-needed appliances in worker 
homes, and for stimulating war 
stamp and bond sales. 


Ross Adds Accounts 

Ross Advertising Service, St. 
Louis, has been named to handle 
the advertising of Acquin tablets for 
minor aches and pains, made by the 
Acquin Pharmacal Company, St. 
Louis, effective Jan. 1. Newspapers, 


radio, direct mail and_ busine 
papers will be used. The agency 


will also handle the account of Sa} 
Elixir Chemical Company, St. Lou 
maker of Sapo Elixir dry cleaner, 
using newspapers and radio in the 
Midwest. 


Gets New Account 

Karu, New York, maker of Gad- 
| getrix and other novelty jewelry, 
has appointed Consolidated Adver- 
tising Agency, New York, to han 
| its advertising. Fashion magazin: 
| will be used. The same agency 
preparing a new campaign for Ro: 
Flint Company, Inwood, N. ‘ 
manufacturer of Rumin lighter fli: 
and other Rumin products. Mag 
zines, business papers, direct m 
and dealer helps will be employs 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 
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‘ agi 4 ‘ THE MIDDLE WEST. EACH PIECE WAS CAREFULLY CHOSEN i 
SPECIAL JURIES OF MORE THAN FORTY ART DIRECTORS AND 
ADVERTISING EXPERTS. AN EXCEPTIONAL BOOK, LAVISH IN FULL 
COLOR AND LARGE IN SIZE, IT IS A RICH CONTRIBUTION TO THE 
ADVERTISING PROFESSION. VICTORY AND WAR EFFORT ART HAVE 
| BEEN ESPECIALLY EMPHASIZED...NATURALLY, WE ARE VERY PROUD 
TO HAVE PRODUCED THE NECESSARY ENGRAVINGS FOR THIS BOOK 
ALL ORDERS AND INQUIRIES SHOULD BE DIRECTED TO A. KROCH & SONS, PUBLISHERS, 206 NORTH MICHIGAN AVENUE, CHICAGO. PRICED AT SIX DOLLARS 
COLLINS MILLER & HUTCHINGS 
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Joins Silberstein 

Dorothy W. Anderson, formerly 
executive director, New York Dress 
Institute, has joined Alfred J. Sil- 
berstein, Inc., as head of the wo- 
men’s fashion division. 


Adds Two Outlets 


Stations KFRO, Longview, 


and 


KBWD, Brownwood, Tex., have be- 


come affiliated with the Mutual 


Broadcasting System as members 


of the Texas State Network. 


eg 


| market. 


“bu y hd 


there’s something new 
under The Sun! 


It’s this: The Sun, newest of Chicago newspapers, 
offers advertisers a new and highly responsive 
Advertisers now find a new newspaper 
in Chicago, for — 
— You need The Sun in any newspaper combina- 


tion to cover Chicago completely, economi- 
cally and efficiently. 


—With The Sun alone you can buy a tremen- 
dous impact against America’s No. 2 market 
with a relatively small expenditure. 


= 


CHICAGO'S MORNING TRUTHpaper 


Tue Baannam Company, National Representatives: Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, 
Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. 


Ad Volume Gains 
30% in November 
Business Papers 


Chicago, Dec. 9.—Extending gains 
chalked up in October, November 
issues of business papers advanced 
their advertising volume 29.8% over 
similar issues a year ago, according 
to figures compiled and published 
by Industrial Marketing. Volume for 
the 1l-month period, based on re- 
ports of 156 publications, is 24.68% 
ahead of the 1942 total. 

In the industrial group, 101 
papers carried 29.5% more adver- 
tising in November issues, with the 
total for the 11 months up 25.65% 
Thirty papers in the trade group re- 
ported a 26.43% gain in November 
issues, with a 20.74% advance for 
the 1l-month period. 

Export advertising continues 
strong, with 10 papers recording a 
68.12% gain for November. For the 
11 months, volume is up 25.95%. 
Fifteen class publications were 
28.09% ahead for November issues, 
and 20.25% ahead in the 11-month 
period. 


Mahnke to Magazine 


Frank C. Mahnke Jr., formerly 
advertising manager of All-Steel- 
Equipment Company, Aurora, IIL, 
has been named midwestern adver- 
tising manager of Chemical Indus- 
tries, New York. 
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TAKE A LOOK AT THE VEW GRIT... 


Out Jan. 2nd—New Tabloid Size (210 lines x 5 cols.) 


Have you received your sample copy of the 
vi new GRIT? It represents a marked departure from 
the GRIT of other years...a long forward step 
in the progress of Small Town America’s Greatest 
Family Weekly. 


The new GRIT format—with its more convenient size, 
gives finer appearance, greater visibility. 


For over 60 years GRIT has had a reputation for unusu- 
ally high reader interest. The new GRIT will step up that 
interest to a new high. And remember, GRIT America 
includes 15,066 towns of less than 2500 population 
where more than 18% of the 2,014,167 families read 
GRIT regularly. 


Capitalize on this stepped-up reader interest of GRIT’s 
more than a half-million reader families. Make GRIT a 
S5.c must on your 1944 schedules. 


2 > IN EACH ISSUE 25 MAJOR FEATURES—News that’s authentic, timely. Features 
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s such as: Behind the Front... The Capitol Keyhole . . . Picture Magazine . . . Edi- ote sae = 
ae torials and Comment... Women's Pages... Odd, Strange and Curious . . . Pat- Sac eat te mera 
building Heuey Road hi. tern Pages... Humor... Screen and Radio... Sports... and others, including Ch. *- -S-~ 


* GRIT PUBLISHING COMPANY, Williamsport, 


REPRESENTATIVES: Osborn, Scolaro, Meeker & Co., 


|i 


the famous GRIT STORY SECTION, with more readers than most “best sellers”. 


if you have not received a sample copy of the new GRIT write for it today. 
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New York and Detroit 
John Budd Company—Chicago, Atlanta, Los Angeles, San Francisco, Seattle and Dallas 


* SMALL TOWN AMERICA’S GREATEST FAMILY WEEKLY * 
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KNOW THE DIFFERENCE 


IEN has received over 602,000 requests f 
formation about products described in it 
torial columns. 


of an editorial policy. More real news 


more active interest. 


by the active interest in IEN’s editorial col 
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© 78 per cent of the entire family in : 
the new South read Holland's (4.2 | 


/ 


tral city, wants a mature advertising } 
sparkplug to head its merchandising 
and advertising division and admin- 

ister a comprehensive advertising pro- 
gram in the million dollar bracket. 


He should be a keen advertising man 
with a knowledge of wholesale sell- 
ing, an understanding of retailing 
and the ability to integrate national 
and local advertising into effective 
merchandising tools. 


He should have a knowledge of media, 
production, agency relations and adver- 
tising departmental administration. He 
must be able to express himself convinc- 
ingly both on paper and on his feet. 


A knowledge of household product 
ot food merchandising desirable but 
not essential. 

; Above all he must have the ability to get 
| along with people, from top executives 
| to the lowliest salesman, and possess 
j a personality that engenders respect 
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= . tives, sales manager, and field sales- | ¢ - - ‘ cause of the intense interest evinced| being as good, if not better than, the 
DF f oint Offers men cannot be order takers; they Kleinetics New | by retail executives in “things that] same item when made of rubber. 
0 p 'must be trained merchandisers and are to come,” will be maintained in Federal Advertising Agency, New 
supply an adequate service to the Brand Name for the company’s showroom through-| York, handles the account. 
4 bie e end that retail outlets can success- a out this month and January. eer eee 
r Postwar anning fully compete with the chain opera- Kleinert Line Entitled New Hosisons, the Names E. W. Reynolds 
4 tor. We must promote and sell a preview displayed dress_ shields, on Cc : 
‘9 complete line of products. We must} New York, Dec. 7.—More than| braforms, bathing caps, baby pants, Denver Equipment Company 
Li . ,- be ready to do it immediately when “s saidie oan “| crib sheets, bibs, nursery bags, sani-| (Canada) Ltd., Toronto, has named 
,| 200 retail buyers, merchandise man "< leiden « E. W. Reynolds & Co., Toronto, to 
37 | . 0 e al ers products are available, and we must agers, buying office representatives tary belts, skirt shields, shower cur- adie tie aduentiainn ” Site aim 
Ui be completely trained and organized | > 4 °’ty., a and press editors at- | ‘t@ins, and numerous other articles, | }@M e its advertising. na | 
~ wee . | before the postwar consumer mar- eer! — = rs = i in the|@2ch made from some special for- business papers are being used in 
ie hicago, Dec. 8.—Linking a busi- ket opens up. If we wait to do this tended a preview last week in the} ulations of synthetic rubber or the present campaign. 
\@ ness paper campaign with a nation-| training until the buyers’ market| Showroom of I. B. Kleinert Rubber plastic. 
“Bf wde series of sales meetings, Edi-| has begun, it will be too late.” Company, of waterproofed, wash-|" tne term “Kleinetics” will be | 
me General Electric Appliance) axon, Inc., is the Hotpoint|able wearables made from syn-| packed with the Kleinert guarantee S BIG NEWS! 
é: ® Company is urging retailers to plan agency. thetics and plastics, and which will] of quality, and in the company’s wood PRODUCT erie 
“HB now for the future in electrical cceieonmannsmntis be marketed in the future under the} spring advertising program to con-| ¥ °ole..: 
+g; fg appliance merchandising, and offer- Opens Dallas Office trade name “Kleinetics.” sumers, including subsequent cam- GS member . 
~~ ing them concrete help in the task. Rogers & Smith, Chicago, has| No’orders were taken for future| paigns, the name will be featured INVESTIGATE 
25 he company has in prepara- opened an office in Dallas, Tex., with| delivery on the 70 items which com-| as the family name for all Kleinert 
ff tion a series of bulletins entitled) po ard N. Smith, vice-president, in| prised the educational exhibit. The| products made from _ synthetics. 
1” @ “Planned Electrical Merchandising, charge showing, which was developed be-| Every item will be presented as 431 S. Dearborn St., Chicago, iL 
.,, | the first of which was made avail- . : 
~. IL able to merchants in trade publica- | 
tion spreads and page advertise- 
ments. At the same time, George 
p. H. Smith, general sales manager of 
:@ the company, started out on a cross 
Be country tour to address a series of 
| regional sales meetings and explain 
is, ® the postwar merchandising plan. 
60 The manufacturer of Hotpoint 
ts refrigerators, ranges, washers and 
; ironers and other electric appli- 
53 ances, launched its message to deal- 
* @ ers with spreads in November issues 
+ Mm of Electrical Home Equipment 
a Dealer, Electrical Merchandising, 
.. mB Electrical South and Electrical West 
»; @ and pages in Air Conditioning and 
4 Refrigeration News and Retail Home a 
_@ Furnishings. Similar copy is to : 
r appear in the December House Fur- ier 
nishing Review and other publica-| ie 
./! @ tions may be added to the list later. 
a. The bulletins, Hotpoint says, are 
‘¢ @ intended to provide the retailer 
35 with business “ammunition” which | 
49 will help him meet stiff competi- | 
tion in postwar trade. The first six | 
$253 subjects include planning now for | 
=the appliance store, a suitable loca- | 
1,820 tion, the right type of store, stock- 
ing the store, floor arrangements 
4 which sell, and advertising which 
121 brings customers into the store. 
. Dealers are asked to write the com- 
i; @ pany for their copies of the first 
bulletin. The series is being pre- 
pared by Charles Low, merchandis- 
3 @ ing consultant. Initial dealer re-| 
“2. oo has been excellent, vee There’s a new leaf in the table for you in today’s new South—and the horn of 
The first and greatest threat to} plenty is overflowing! New homes, new foods, new refrigerators, new cars, new 
2 the independent dealer is the chain| : Pl ; j 
_(— operator, Mr. Smith warned the| clothes, and every kind of accessory and necéssity for the home and family are the 
. New *k sales meeting, firs h — nm ae 
. Kew Sock Seles ro - D oid pan | invited guests of today’s new South. And ever-growing billions of new wealth from 
™ 2 i Pag ws — — paagrncw mg myriads of new industries and millions of acres of rich, productive farmland are 
s @ a place in the picture for the small | putting more dollars in the Southland’s pocket than ever before. The Southland’s 
~ independent retailers as we know ? f ; : Pe 
i @ them today.” Also, he said, the new found wealth, soundly built on industry and agriculture, is waiting to buy 
64 basic functions of wholesaling wil — : ‘ , 4 
a ee Bos in the major | better living for the South. Good will, acceptance and friendship that will bring 
ae applle ; Ss Ss. : 4 ° . 
am . ae ‘ proanges ag e. and I think | sales, both immediate and post-war, can be won by selling the Southland now in 
i} we will, we must become merchan- Holland’s—the magazine of today’s new South. Tailored to fit the South and reach- 
«, @ aisers in a new sense of the word, yal: : bs ; 
he added. “We must select our| ing into the heart of its best families, Holland’s is the magazine that sells the South. 
is retailers carefully and see to it that 
. they are trained as merchandisers. | 
7 We must help them with every | 
s casi J function of their business. Above | TODAY’S NEW SOUTH Leads America 
timate all, we must see to > that they are | 
ablished @ experts on the product lines they | «os ‘ : 
ie and the Sool damien aa, Statistics prove the case. Department store sales, chain store sales, and a multitude 
- soll a ee Sey oe \ of accepted indices point to the Southland as today’s great new growing market. 
\" it all sums up to this: Our dis- \ Sixteen of the twenty-one markets throughout America registering the greatest 
tributors must become specialty | \ ss 
major appliance distributors. They | \ population increase in the last ten months are in Holland’s South! a 
can no longer run the appliance \ 
WS business on the basis of an electri-| 
cal supply business. The execu- 44 
: \ HOLLAND'S Leads in Today’s NEW SOUTH 
WAN TE D \ ’ @ In the South there is 48 per cent more @ 78 per cent of Holland’s readers 
\ Test Today’s reader interest in your ad in Holland's live in single family dwellings. 
“Ie than in leading national magazines.* 
A Million Dollar \ . See ® 88 per cent of Holland's families 
Advertising Manager New South fa © Holland’s Magazine is devoted to ten ait 
One of America’s well known com- i Southern homes and Southern fam- 
VIEN panies, located in a large North Cen- \ with Holland’s : ilies are devoted to Holland's. 


® 72 per cent of Holland’s readers own 
their own homes. 


readers per copy). 


*in proportion to circulation, according to wate 
L. M. Clark Reader Interest Survey. * 


Hollands 


The Magazine of the New South 


52 VANDERBILT AVENUE, NEW YORK 75 EAST WACKER DRIVE, CHICAGO 
205 GLOBE DEMOCRAT BUILDING, ST. LOUIS 
West Coost Representatives: SIMPSON-REILLY, LTD., RUSS BUILDING, SAN FRANCISCO 
GARFIELD BUILDING, LOS ANGELES 


+k DALLAS 
TEXAS 


| The salary is commensurate with the 
job and the future unlimited for a 
man who is willing to work. 


In writing submit resume of education, 
experience, salary, family, draft status 
and references. Photo desirable. All 
communications will be kept in strict 
confidence. ; 
Box 4459, Advertising Age, 100 E.- Ohio \| 
Street, Chicage 11. 
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40 
Gray Iron Plans Drive | 


A cooperative advertising and in- 
formational campaign to protect 
and widen gray iron’s 14,500,000-ton 
market is planned by the publicity 
committee of the Gray Iron Found- Rumors that ; Dr 
ers’ Society, Cleveland and Wash-| S!res operated by United Drug 


ington, of which Edward C. Hoen- Company will start merchandising | 


: . ¥ +, |many department store items were 
Chairman, “Recently named. to| denied last week at the company’s 
the committee was A. C. Denison,| S2!€s organization meeting in Bos- 
Fulton Foundry & Machine Com-| ton. _ Officials said they will stick to 
pany, Cleveland regular drug store lines, a broad 

: : classification that includes the fa- 
| miliar books, sandwiches, etc. 

% * * 


For Signs of 
the Future 
Look to— 


“Not for sale” signs for display 
liquor are being recommended to 
the retail trade by the Chicago Bet- 
ter Business Bureau, which said the 
public is complaining about liquor 
dealers who refuse to sell branded 
liquors shown in their windows. 
The Bureau is recommending dis- 


Private Lines 


the 550 Liggett} continuance of price tags on these 


bottles, as well as a sign saying that 
they are not now available for sale 
and are “for display only.” 

oo me m 


Zenith Radio Corporation’s pro- 
motion of its new hearing aid 
cleaned out the Boston supply in a 
single day. Page advertisements in 
the newspapers announced the $40 


device. Buyers took all there were 
and the manufacturer has _ post- 
poned further advertising until 
Dec. 26. 


cg us " 

The article in the current issue of 
Reader’s Digest, taking up the cud- 
gels in behalf of the margarine in- 
dustry. and urging the elimination 


of Federal taxes on the manufacture 
and distribution of the product, is 
giving fresh hope for the passage 
of remedial legislation at this ses- 
sion of Congress. Similar material 
in December Harper’s has convinced 
the manufacturers that public opin- 
ion is definitely on their side. Their 
current appropriation of $100,000 for 
publicity may be expanded later to 
|}enable an advertising drive to be 
initiated for the purpose of getting 
bee first nationally and then in 
| the states. 


s 

One indication that the Treasury’s 
| war finance division is a little con- 
|cerned about the volume of publi- 
| cation-contributed copy it may se- 
| cure in connection with the 4th War 
Loan drive is the fact that two- 
page personal letters have gone out 
|to publishers to convince them of 


Passport to bhe Sacific Coast 


The term “passport” is not used loosely here. This is Don Lee’s new rate card and it’s your passport 


to the radio homes on the Pacific Coast ...in fact you can’t get in all the Pacific Coast radio homes 


without Don Lee. A recent Hooper radio survey (the largest ever made on the Pacific Coast) proves 


it conclusively. The mountains (5,000 to 15,000 feet high) form a natural barrier to all Jong range 


broadcasting. Only Don Lee provides local primary coverage because more than 9 out of every 10 


Pacific Coast radio families live within 25 miles of a Don Lee station. More than half of the retail 


sales, on the Pacific Coast, are made outside of the counties in which the regularly Hooper rated cities 


are located” In many of these markets Don Lee commands from 60 to 100% of the total tune-in. 


*Sales Management Survey of Buying Power, 
May 10, 1943 


THE NATION‘’S 


GREATEST 


REGIONAL 


THOMAS S. LEE, President 

LEWIS ALLEN WEISS, Vice-Pres., Genera! Mar. 
5515 MELROSE AVE., HOLLYWOOD 38, CALIF. 
Represented Nationally by John Blair & Co. 


NETWORK 


Advertising Age, December 13, 1943 


the importance of carrying Treas -y 
copy. 
a oe * 

Smaller newspapers in gene:] 
are well satisfied with the projeci.g 
paper conservation order for next 
year. If announced provisions 
carried through in the formal ord 
papers with 20,000 to 25,000 cir 
lation generally will be better 
during the first quarter of 1944 th, 
they were in 1943. 

ae oo * 

Because used car values hive 
moved forward so violently and 
rapidly due to lack of new cars, in- 
surance companies writing auto- 
mobile insurance have had tp 
change the terms of coverage tp 
provide that claims under fire and 
theft policies will be paid at actua] 
cash values, instead of at fixed 
values previously shown. While 
this increases the liability of the 
underwriters, there have been no 
increases in rates, as reduced mile- 
age due to gasoline rationing is be- 
lieved to have reduced normal haz- 
ards. 

* ca oa 

The pocket price ceiling guide 
proposed by Chester Bowles, and 
advocated by the OPA consumer’s 
advisory committee, will be aban- 
doned in the interest of paper con- 
servation, although a limited num- 
ber of extra copies of price ceiling 
charts prepared for use of grocers. 
will be available for consumer 
groups and interested individuals. 

Instead of providing the guide, 
which would have required large 
amounts of paper, OPA will encour- 
age grocers to feature ceiling prices 
in merchandising food. Beginning 
next month bulletins, films and 
sample displays designed by mer- 
chandising specialists will be sent 
out to food dealers through the 
| trade press. 
| ue Bo 

Shortly after the first of the year, 
Harry M. Bitner, chief of the WPB 
printing and publishing division, 
and Matthew G. Sullivan, adminis- 
trator of the newsprint conservation 
order, will resign, turning over 
administration of newsprint to Ar- 
thur Treanor, formerly with the 
| Booth newspaper chain of northern 
Michigan. Retirement of Mr. Bit- 
ner, a Hearst executive, and Mr 
Sullivan, on leave from the Scripps- 
Howard papers, may mean that the 
smaller newspapers will have a 
stronger voice in preparation of 
newsprint orders, with the result 
that large papers may be expected 
to make greater paper savings. 


Condon Agency Moves; 
Gets New Account 


Condon Company, Tacoma agency, 
has opened new offices in the Rust 
building. It has been named to 
handle the advertising of Henry 
Mill & Timber Company, Tacoma, 
maker of engineered fabricated 
structures of timber. Direct mail 
and business papers will be used in 
1944. 

J. Stedman Wood has joined the 
|} agency as art director and account 
executive and Hazel O. Evans as 
| production manager and assistant 
| Space buyers. 


Names Gerth-Pacific 

Hyland Laboratories, Los Angeles 
manufacturer of Lyophilized blood 
plasma, serum and other biologicals 
for the medical profession, /ias 
/named Gerth - Pacific Advertising 
Agency, Los Angeles, to handle 
account. 


Bogert Joins FC&B 

Elliott V. Bogert, formerly v 
Crowell Publishing Company, 7 
Week Magazine and San Franc 
Chronicle, has been named mark«'- 
ing and merchandising director °! 
the San Francisco office of Fo: 
Cone & Belding. 


NATIONAL COVERAGE 
AMERICA’S SEVENTH INDUST?’ 


Write for Sample Copy = Chicago, iil. 
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Christmas Trade 
Expected to Beat 
‘42 Record Year 


Washington, D. C., Dec. 7.—With 

velry and clothing relatively 

ntiful and dolls and games re- 

icing metal toys, the Department 
of Commerce is expecting that 
Christmas trade this year will ex- 
cced the record level attained a year 
Despite the shortages of consum- 
ers goods, the dollar value of retail 
trading in 1943 is going to break all 
existing records, business analysists 
of the department predict on the ba- 
sis of ten months’ reports. 

This tremendous volume of busi- 
ness, totaling $62.9 billion, is sub- 
stantially the result of retail price 
increases, the economists admit. 
Nevertheless, they say, even after 
allowing for price changes, the 1943 
sales in constant dollars will be 
slightly above the 1942 level, and 
only 7 per cent below 1941, the peak 
year. 

’ Maintenance of a quantity on 
goods equal to that sold in 1942, the 
economists say, is remarkable in 
view of the production of war ma- 
terials. While decline in inventories 
was an important contributing fac- 
tor, they say maintenance of current 
production at a high level is the 
chief factor accounting for the high | 
level of trade. 

Sales of durable goods this year | 
are estimated at $9 billion, or only | 
$1 billion below 1942. Largely as a| 
result of the cessation of automobile | 
production, this figure is only about | 
60 per cent of the 1941 level. 

On the other hand, the Depart- 
ment of Commerce reports sales of 
non-durable goods have shown a 
steady increase throughout the war 
period. The reason for this, experts 
say, is that non-durable goods are | 
easily upgraded, so that dollar vol- 
ume increases despite the smaller 
number of units that are turned 
over. Also, experts say, production 
of these non-durables has been less 
affected by material shortages, and 
limited primarily by availability of 
labor and equipment. 

In the durable lines, material 
shortages and production restrictions 
crippled automotive, building, 
household furnishing and hardware 
lines. Through ingenuity in the use 
of substitute materials and sharp 
upgrading, jewelry sales have to- 
taled a third more in 1943 than in 
1942. 

Eating and drinking places, and 
apparel stores are the two non-dur- 


able groups showing the largest 
gains—30% and 21% respectively, 
with some making less_ spec- 


tacular but nevertheless substantial 
gains. All major non-durable goods 
stores except filling stations, showed 
increased sales. The gain for food 
stores, for instance, was held down 
to 8%, partly by ceiling prices and 
partly by relative shortages of some 
foods. Through replacement of prod- 
ucts no longer available, and dis- 


continuance of low priced items, 
drug, general merchandise and 
other groups increased their in- 
comes, 


For the first nine months of the 


COLLINS 
MILLER & 


HUTCHINGS 
INC. 


Photo-engravers in Chicago 
207 North Michigan Avenue 


FRANKLIN 


5854 


year, sales averaged 9.5% above 
the same period for last year. 
While dollar sales should hold the 
same high level next year, the de- 
partment said, a number of factors} 
such as price control and the dura- 
tion of the war in Europe may influ- 
ence the results. 


Obeay Joins ‘Post’ 


Howard C. Obeay, formerly pro-| 
motion manager for the Monitor | 
group of Montreal community news- 
papers, has joined the Montreal ad- 
vertising staff of the Financial Post. 


Inland Press to Meet 


The midwinter session of the In- 
land Daily Press Association will | 
be held Feb. 15-16 at the Hotel! 
Sherman, Chicago. 


Newspapers Give 
Space to Promote 
ANPA Ad Bureau 


New York, Dec. 7.—Through the 
cooperation of members, the Bu- 
reau of Advertising of the American 
Newspaper Publishers Association 
has launched an advertising cam- 
paign in trade publications empha- 
sizing that people get most of their 
information from newspapers. 

Twenty-five newspapers have do- 
nated the space they ordinarily use 
in advertising publications for use 
of the Bureau, and copy prepared 
by George Benneyan, promotion and 
research director, is appearing in 
current issues. 

It is the first time the Advertis- 


| ing Bureau has ever been promoted 
|in paid space. The idea was origi- 
nated by Don Patterson, advertising 
director of the Scripps - Howard 
|newspapers and a member of the 
'Bureau of Advertising advisory 
|committee. All publications in the 
advertising field are being used, as 
well as Food Field Reporter and 
| Drug Trade News. 

A small line at the bottom of the 
copy credits the paper donating the 
space. 


Russ Henriquez with 
Texas Press League 


Russ Henriquez, who formerly 
handled sales promotion for Gray- 
Mills Company and has been in ad- 
vertising for 13 years, has become 
associated with the Chicago office of 
the Texas Daily Press League. Mr. 


41 
Henriquez is the son of the late 
P. L. Henriquez, who for many 


years was Chicago manager of the 
St. Louis Post-Dispatch. 
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No tricks, 
premiums 


\ 


... all “cash-readers” 


Choose the 


Leader... 
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Can you see the entire pictu 


Who is it? Just for fun, jot it 


re? 


down on your memo pad and —_— 


check with the answer next fi 


Answer to preceding ad: 
WILLIAM HOWARD TAFT 


a of . 


fre 
me! i 


Phe A 


Weer you're buying radio time, half the selling picture 
is not good enough! You can't afford to guess. You've got to get the COMPLETE sell- 
ing picture. That means the RIGHT TIME AND THE RIGHT STATION . .. THE STATION 
THAT CAN DO THE BIGGEST JOB FOR YOUR CLIENT! 


IN BALTIMORE, IT'S WCBM. Because WCBM offers 


1. Complete Baltimore Coverage. 2. A lucrative market, that is increasing daily. 


3. Distinctive programming. 4. A responsive audience. 5. Economical rates. 


.+. Our advertisers have found that IT’S EASY TO SELL WHEN YOU BUY 


‘ | 


FREE & PETERS, INC. 


JOHN ELMER, President 
GEO. H. ROEDER, Gen. Mgr. 


NATIONAL REPRESENTATIVES 


The 


BALTIMORE BLUE 


ge a 


WCBM 


NETWORK OUTLET 
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Nelson Joins Storm KICD Joins Mutual p . f R h NIELSEN DATA AID GOVERNMENT AGENCIES _ 
Raymond E. Nelson has resigned| Station KICD, Spencer, Ia., has riva e esealc PREVENTING UNNECESSARY RATIONING GUIDING RATION ALLOWANCES p 
as director of daytime programs| become affiliated with Mutual 
and television for WOR-Mutual,| Broadcasting System as a member r DAYS SUPPLY DAYS’ SUPPLY al 
New York, to become radio director| of the North Central Broadcasting Data Hel . Gov { pooner sop(RETAIL) n 
of Charles M. Storm Company, New| System, which is affiliated with Mu- ae ul 
York. tual as a unit. a 
in Wartime Mov . 
40139 j a 
-™ |. fs | Be 
af 
THE GREATEST SELLING POWER . Special Reports UNITED STATES I Nn | oe 
IN THE SOUTH’S GREATEST CIT st ethan, do agg sur wv 
n DAYS’ SUPPL we 
CITY Nielsen Reports * A Weare OAV | | oy ad 
on re 
Chicago, Dec. 8.— Government "4 We : 
agencies are making effective use of 30 BRITAIN 22! 9 shi 
private research organizations, it » va we sal 
was revealed today by the A. C. LRATIONING A siz 
Nielsen Company, leading market a SERINS HERE 7 suf 
research organization, which re- 1 1007 pation tio 
ported that in 1943 41 special we Pd ALLOWANCE 
‘ reports have been compiled in re-| , P a ale YI 
' 4 ‘ sponse to specific requests from FEB. FEB. FEB. ( 
‘ 3 S OPA, WPB and other government i930 i940 isan “ioe rua canean isstl an 
NEW ORLEAN "Ue enwien has been given the| The chart at the left shows how Nielsen data prevented rationing on ‘@ number aig 
done? ; government without charge in the of important lines by proving that retail stocks were sufficient for 68 days’ needs frc 
case of reports based on accumu-| @9@inst 28 days supply two years before. _ The chart on the right provides an ‘ 
lated data, while special reports} ¢x@mple of close meshing a = ration oo eae another case in which 
have been provided at cost. That NOR Cave Ware Gee. 
50,000 WATTS CLEAR CHANNEL an increasing demand for factual 
tn tundiicuted bay thee fact that in ibaa tion Board, Treasury Department,|stocks, days’ supply in dealers’ 
“ye ( n Senate small business committee,| stocks, consumer selling prices, re- 
CBS Affiliate 23 reports were supplied to the gov-| Food Distribution Administration of| tail buying prices, retail gross 
. mie mer A en oe ie poe for| the Department of Agriculture, Bu-| profits and out-of-stock conditions 
' on e hrs Ss iS year. reau of Labor Statistics of the De-| The problems to which information 
Nat'l Representatives: The Katz Agency, Inc. _ The government agencies served| partment of Labor and the Depart-|of this kind apply include the fol. 
in this way include the Office of| ment of Commerce. lowing: 
Price Administration, War Produc- 
' ’ 


Covered 57 Commodities 


1. Appraising the need for ra- 
tioning. 


The total number of commodity 2. Guiding changes in ration 
rd lines covered is 57. One agency | allowances. 
G E 0 D G | A c M A Dd 4 t T received 15 different reports, while 3. Adjusting allocation of vital 
8 received from 6 to 10 and 19] war materials for specified uses. 
asked for from 3 to 5. Thirty-one 4. Deciding equitable base date: 
° + agencies requested one or two re-|for price freezes. 
One of the Nation’s 60 Largest rrr pee ee] ce eens ila tormmale JO 
g government, Nielsen says, contract] price ceilings, by store sizes, etc. 


There’s a new major 


terms with clients and _ retailers 

have been scrupulously observed. 
Some of the types of information 

which the government has sought 


6. Gauging the effect of 
ceilings on fair 
fair trade items. 

That information made available 


price 
trade versus non- 


market to add to your relate to consumer sales, retail] to the government assisted in avoid- 
marketing records —an- 
other metropolitan area in 
the 100,000 class. Macon, 
in the very heart of Mid- 
dle Georgia, has increased 


over 20% in county popu- 


lation since 1940. Retail 
sales and spendable in- 


come have shown even 
greater growth because 
industry is providing 
more jobs and better-pay- 
ing jobs. You can’t afford 
to overlook Macon! 


106,000 


Sugar Book Registration 


TRADING AREA 599,300 


P 0 P U L A T I 0 N —Sales Management 


4 é : _ Survey of Buying Power 


-- saz RETAIL $136,248,000 ‘Wisconsin —t 
“ley, 1,537,477 people plan their daily lives by t 


Year ending Sept. 30, 1943 
S A L E 5 guste time and market reports from WDAY — enjc 


—Sales Management 
Survey of Buying Power : 
) " tse ent at be a apie he - 
| Only MACON'S Papers ot 


Provide Newspaper Coverage 


Nope, dear - 
| — says ‘Rain! 


‘METROPOLITAN COUNTY 
POPULATION 


famous Red River Valley. In this Val 


Poe 
— 


There are only two newspapers that 
reach the Macon trading area—The 
Macon Telegraph and The Macon 
News. Circulation, morning and eve- 
ning, over 43,000 A.B.C. No other 
paper can approach coverage of this 
major market of over half a million. 
Allow five-day leeway on insertion 
dates, please. 
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ing wrong decisions on rationing is 
‘cated by the following case re- 
. .orted by the Nielsen organization: 
fhe government was about to 
ounce consumer rationing on a 
nunber of highly important lines 
unless it could be established that 
, camel’s hump’ of retail stocks had 
been built up, sufficient to tide over 
, period of short supplies. Nielsen 
proved that current retail 
-tocks of these commodities were 
e than double the total for two 
and three years before—that stocks, 
at ‘ne current rate of consumption, 
were sufficient for 68 days’ needs, 

nst 28 days’ supply at the cor- 

onding point two years before. 
“And the data from Great Britain, 
130) showing 22 days’ supply of these 
o7 same basic commodities, reempha- 
sized that American stocks were 
"7 sufficient to render immediate ra- 
ON tioning unnecessary.” 


Help Determine Allowances 


Guiding rationing allowances is 
another important function which is 
more successfully handled with the 
aid of current market research data 
from private agencies. 

“Under rationing,” Nielsen points 
out, “government is_ constantly 
under pressure to increase coupon 
allowances or (in the case of point 
rationed foods) to reduce point 
values. To accede to such pressure 
prematurely creates high out-of- 
stock percentages, spurs black mar- 
ket operations, encourages hoarding 
and causes dissatisfaction with the 
entire rationing program. 

“Conversely, an unwarranted de- 
lay in inereasing rationing allow- 
ances causes distribution channels 
to become clogged with excess mer- 
chandise, penalizes producers and 
the public generally, and neglects 
an opportunity to relieve pressure 
on substitute foods.” 

A case showing how market re- 
search data enabled such a situation 
to be handled successfully by a gov- 
ernment agency is described by the 
Nielsen company in the following: 

“Only four months before ration- 
ing of a certain commodity was 
ordered, retail stocks (relative to 
consumer sales) were nearly double 
the normal ratio—39 days versus 
22 days. Days’ supply dropped 
abruptly from 39 to 12, reflecting 
reduced flow from producers and 
processors and frantic consumer 
buying, clearly necessitating ration- 
ing. 

“The initial ration allowance was 
immediately lowered, when it was 
discovered how thin supplies really 
were, but allowances were stepped 
up promptly and repeatedly as days’ 
supply mounted to normal.” 


Must Watch Stocks, Sales 


Reasons for watching retail stocks 
and consumer sales, along with 
producers’ and wholesalers’ stocks 
and raw material inventories, are 
given in the following analysis: 

“In many lines, retail stocks make 
up the largest segment of the avail- 
able supply. Both retail stocks and 
consumer sales are subject to change 
with no immediate visible effect on 
wholesale or plant deliveries. 

“Information on retail stocks and 
days’ supply in the hands of retail- 
ers is needed to complete and check 
Statistics assembled on wholesale 
and plant stocks. Statistical errors, 
slight in themselves, but of enor- 
mous consequences, such as incor- 
rect allowances for exports, for 
spoilage, for institutional use, for 
by-product use, etc., can go unde- 
tected unless the chain of movement 
is followed through to the ultimate 
consumer,” 

The Nielsen company points out 
that sales may be sluggish after 
rationing is lifted, and that this 
actually happened in the case of 
coffee, the first commodity to come 
off the rationed list on Aug. 8. 
Consumer sales for the two-month 
period immediately following the 
last ration period increased less 
than 1%, in spite of the fact that 
Sales during the foregoing ration 
period were 13% under the total for 
the preceding year. Consumer sales 
actually declined in larger com- 
munities. Nielsen attributes this to 
consumer hoarding. 


2alers’ 
S, re- 

£Zross 
it 1ons 
nation 
e fol- 


r ra- 

ration 
vital 

Ss. 
dates 


e for 
etc. 
price 

> non- 


ailable 
avoid- 


Choose the 


leader... 


Inflation Seen 
as Real Danger 


to U. S. Business 


New York, Dec. 8.—The anti- 
inflation dam will probably be 
breached early in 1944, Leo Cherne, 
executive secretary, Research Insti- 
tute of America, asserted here last 
week at the final session of a na- 
tional conference of the Society for 
the Advancement of Management. 

Contending that the real danger 
to the nation and business in con- 
verting to peacetime production is 
inflation, both Mr. Cherne and Dr. 
Harlow S. Person, consultant to the 
Rural Electrification Administration 
and a New Deal “trouble-shooter,” 


admitted that the danger was pres- 
ent. 

The spiral, Mr. Cherne said, can 
only be checked if there is firm 
determination on the part of the 
legislative and the executive 
branches of government to apply 
drastically and unhesitatingly stron 
measures. “Unfortunately,” he said, 
“T cannot be optimistic about such 
prospects.” 

While the initial breach will be 
small, Mr. Cherne said it would 
“widen rapidly under the repeated 
onslaughts from wage earners, 
farmers, business men and other 
groups.” He also expressed fear 
that the inflationary spiral would be 
permitted “to run its course, at 
least until the defeat of Germany.” 

Although Dr. Person was less 
specific, he said some inflation is 
“inevitable” and that planning by 


the government would be the “sea 
anchor” that will enable business 
to ride more safely the sea of 
opportunity offered by the dammed- 
up demands and widely distributed 
purchasing power. 

“With the Securities and Ex- 
change Commission on sentry duty 
and alert,” he added, “some of the 
most powerful forces that led to 
inflation and the debacle of 1929 
may be eliminated.” 


Heads New Department 


Stanley H. Manson, sales promo- 
tion manager and executive secre- 
tary of the labor-management com- 
mittee, Stromberg - Carlson Com- 
pany, Rochester, N. Y., will head 
the company’s newly organized 
public relations department which 
will handle sales promotion, dealer 
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and consumer relations and direct 
publications, in addition to planning 
and directing of advertising and 
publicity. 


MILLIONS 


NOW SPENDING 


BILLIONS 


And wise advertisers are reaping fortuae 
from this convenient market. Perheps 
you've been overlooking the 7-billloss 
spent yearly by American Negroes. 

you'll be surprised how easy It is to cover 
these spending millions at a cost so low 
it's a shock. Drop a line to Interstate 
United Newspapers, Inc., 545 Fifth Avenw 
New York 17, New York and we'll se 
you some startling, profit-revealing facts. 


me 


MEE WITH AN “ DVERTISING /YCO 


Boss TELLS DAHL Soe HERALD- 
“TRAVELER'S PROBLEM OF MORE AND MoRE 
RTISING ON LESS AND LESS PAPER. 


NEWS PRINT, 


AWERTISERS CooPERATE BY SETTING THEIR 
COPY IN AGATE PHOTOGRAPHED DOWN . DAHL 
GIVES EVERY READER A MAGNIFYING 
GLASS AND A BofrLE OF EYE WASH - 
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AS LAST RESORT CARTOONIST SUGGESTS 
BOSS SELL ADVERTISING SPACE ON HIS 
SHIRT FRONT, 


,ormerly a space-buyer’s nightmare, Boston 

evelled out” more than 15 years ago as the 
Herald-Traveler won and maintained a domi- 
nant position in the factors that influence 
media selection. So now, when schedules are 
being made up, it’s easy to be right, with the 
majority of national and local advertisers 
who select the Herald-Traveler as No. 1 paper 


in Boston. 


Always in Kyostore 


National Representative: George A. McDevitt Co. 
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tors bax » AKRON 


Population, Employment and Payroll figures hit new highs. 
Latest Beacon Journal circulation figures prove that Akron 
workers depend on their only daily and Sunday newspaper 
to form their buying habits. 


AKRON POPULATION FIGURES AS OF NOVEMBER |, 1943 


GREATER AKRON 336,000 


(AKRON, 
BARBERTON, 
CUYAHOGA FALLS) 


Senate Committee 
Kills Rate Hike 


margarine manufacturers to “sell” 


uct remained in doubt. 


dustry testified before the committee 
for an hour last week on a proposal 
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|for relief in the Senate version of|timent in favor of the develo, 
the tax bill, the fate of an effort of | of cooperatives. 


the committee on a rider repealing | tives assert that the provisioy 
discriminatory taxes on their prod- | ] ) 
'taxing the incomes of coopera'ive 


e | ic 
Witnesses for the margarine in- | This 


are 


nen i 


era 
wil 
tion 


Representatives of the cox 


open the door to future legis! 


\s 


plea has impressed Senaty 
Capper, who promises a fight ay sing 
the provision if it comes to the ‘oo; 


on 3rd Class Mail 


Margarine, Co-op 
Tax Measures Still 
Are in Doubt 


Washington, D. C., Dec. 9.—Direct 
mail advertisers appeared to have 
won their fight against increased 
3rd class postage rates today, when 
the Senate finance committee de- 
cided to exclude this class of mail 
from higher rates provided in the 
pending 1944 tax bill. 

In eliminating the 3rd class rate, 
and reducing other excise taxes, 
provided in the House version of 


by Senator Maybank to repeal the| 

10 cents a pound federal tax on| 

margarine, and to modify the sco. Booklet Urges 
“manufacturers” tax now applied to| ] 
restaurants, private hospitals ana Mtrong Ad ob to 
schools serving colored margarine. | * 

The opponents of legislation to re- Regain Markets 
lieve margarine of its 57-year-old | ; 4 
federal restrictions, strongly in-| Pg York, Dec. 7.—Manutac 
trenched in both the House and Sen-| Whose sales volumes have suffere, 
ate, hit back yesterday through) through war rationing should do 
Sen. Guy M. Gillette, a member of | strong advertising and promotig, 
the finance committee. Three other | job if they would lick the p: ,blen 
members of Congress, including) of getting back their prewar may. 
Congressmen August H. Andresen! kets quickly, according to Pa 
of Minnesota and Reid F. Murray of| Sayres, head of Paul Sayres Cons 
Wisconsin, appeared to oppose the) pany, food broker. . 
Maybank amendment. Both Con-| This observation, among othe; 
gressmen Andresen and Murray are| js set forth by Mr. Sayres ? 


of brand name grocerieff . 


U 


AKRON CITY ZONE... . . 372,000 
tenes 00,000 


AND RETAIL 
TRADING AREA 


AKRO 


Mm ; 


the bill, the Senate committee has|members of the House agriculture | pooklet entitled “Seven Ways { 
already whittled the Treasury’s| committee which recently buried | Beam Your Postwar Grocery Sale lini 
request for $10,500,000,000 in new| the Fulmer bill which would have|to Success in the New York Mar. 


NUMBER EMPLOYED 


Summit County Only 


158,487 


ANNUAL PAYROLL 


Summit County Only 


377,842,016 


revenue down to less than $2,000,-| repealed all the restrictions covered | ket.” > 
000,000. — , ‘ _ | by the Maybank proposal, plus other | The food broker asserts in hii” 

Committee action in excluding | federal impediments on the sale of| booklet that vigorous advertisingm ‘© 
3rd class mail from rate increases | margarine. and publicizing of these brandi 28° 


was considered a gesture to encour-| In urging the Senate finance com-| starting now is the best way of du’ 
age direct mail advertising, since| mittee to adopt the Maybank rider,| assuring successful postwar sales (M2) 
the committee rejected the plea of| margarine makers introduced the| and adds that it is wise continuously ing 
Postmaster General Walker to post-| record of the ill-fated hearings held|to explain to the public wh 


AKRON BEACON JOURNAL NET PAID CIRCULATION, 6 MONTHS ENDING 


SEPT. 30, 1943 


DAILY... 125,851 


by using the 


AKRON BEACON JOURNAL 


SUNDAY . . . 112,678 


Reach and Sell this Rich Market completely and economically 


pone any action on postage rates| before the House committee on the| branded products can’t be supplied 
until the department can complete! Fulmer bill last month. They also| to meet demands. 

a cost analysis study which has | provided statements from restaurant; “Such public explanations kee 
been under way for several months, | operators and others who testified| up the customers’ faith in yow 
and which is scheduled for comple-|that margarine was needed to alle- | products as well as keep your name 


tion in about 60 days. a |viate wartime shortages. alive, until you can announce ar 
Retained in the Senate version of | end of shortages for your products’ 


the tax bill are higher rates for air Mr. Sayres’ booklet declares. 
mail, money orders, parcel post and | ; Asserting that advertising and 
other postal services. A proposed| Also in doubt during the commit-| promotion problems of new prod- 
hike in 2nd class rates was dropped |tee's executive sessions was a House-| ucts and the new manufacturer ar 
in the House | approved proposal requiring all much harder to solve, Mr. Sayre: 
Margarine Fate Doubtful | presently tax exempt organizations | encourages advertising and promo- 
to file information income tax re-| tion programs on a more intensiv: 
Strongly opposing high postage | turns next year. This provision is) scale than for established brands i! 


Co-op Groups Alarmed 


AKRON'S ONLY DAILY AND SUNDAY NEWSPAPER 


rates solely as a source of revenue,|opposed by labor unions and co-| attention in such a keenly competi- 
Mr. Walker advised the committee | operative organizations. 'tive field as the New York grocer 


Represented by: Story, Brooks & Finley 


New York, Philadelphia, Chicago, Cleveland, Los 


Angeles, 


that rate modifications should re- The powerful farmer cooperatives | market is to be gained. 

flect the relation of rates to each! particularly are alarmed at this pro- The booklet is available by writ- 

other and to competing rates in pri-| vision, and have already appealed to | ing to Paul Sayres Company, 73 

vate industry. | Sen. Arthur Capper, co-author of| West St., New York 6. 
While success seemed assured in|the Capper-Volstead Act of 1922 


Atlanta 


the fight of direct mail advertisers) which expressed Congressional sen- 


Waterbury Clock 


gleaming 


In your own helicopter, on 
Streamliners, or over broad Southern high- 
ways in 194x car 


your somehow. you'll 


come South to Sell. 


For the things the war has brought South. 
plus the things that were already here, make 
the South a market of primary importance 


on anybody's selling program. 


Adopts New Name 
Stockholders of Waterbury Clock 
Company have elected to change the 
;company’s name to The _ United 
| States Time Corporation, as of Ja! 
1. Currently engaged in manufac- 
ture of precision instruments an 
| time devices for military require- 
| ments, the company is one of Amer- 
|ica’s oldest makers of clocks and 
| watches. 
| The Ingersoll name will continu 
| to identify the company’s line o! 
|lower-price watches, while _ thé 
;name Waterbury will be retaine 
| for its line of clocks. Maxon, Inc 
handles the account. 


Placement Group 
Opens Offices 


Otis Beeman, of Wallace-Ferry- 
Hanly, chairman of the placemen' 
committee of Chicago Post 170 
American Legion, has announced 
opening of offices in Tribune Towe 
to facilitate the committee’s work 

Both returning service men [or- 
merly in the advertising busines 
and prospective employers are in- 
|vited to contact the committee 
addressing Placement Comm (tee, 
Chicago Post 170, Tribune Towe! 
Chicago 11, Il. 


Pohrte to Henri. Hurst 


W. C. Pohrte, after seven yea's ! 
the printing business, has returned 
to the agency field as produ 
|chief of Henri, Hurst & McD: 
| Chicago. 


ee 
‘Inquirer’ Classified Cu‘ 


The Philadelphia Inquirer 
dropped classified advertising 
Saturday issues because of 
print restrictions for daily iss 


The question of how you'll be received 
when you come South rests upon how well 
you pave the way now with copy via South- 
Newspapers, Farm 


ern Business Papers. 


Papers. Radio and Outdoor. 


May we give you the benefit of 20 years 


under the same personal management, in 


Industry and 


close contact with Southern 


Commerce 7? 


od 


k 


= Covers 83% 


of all million-doller 
manufacturers 


i 
| 
| Choose the 


Leader... 
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lopm . . jadvertising display, are granted| Advertising display, it said, uses | 
_ j | Dis la Field | quotas,” the committee brief said. at most only a small fraction of 1% Ad 4 ng Calls For Changes Name to Pemco 
dooper \ | Without a quota for corrugated | of the total production of corrugated | New lue Book Copy Porcelain Enamel & Mfg. Com- 
ion wy containers, it continued, “advertis- | board, and makes no continuing de- The ANPA Bureau of Advertising | P@"Y, Baltimore, has changed its 
sis] tion A. fa; ing display cannot continue and|mand for new fiber since the pack-| has started preparations for publi-| name to Pemco Corporation. 
erativemay ‘ .) i Ing 0 point of purchase advertising, a rec-|ing is recoverable from retail out-| cation of the second war edition of | 
“a ato , ognized advertising medium with a a for reconversion. |The Blue Book”, annual volume of 
avair - measurable circulation, is selected to high percentage of displays pro- | advertising case histories. ig 
he floor ontainer Ban be forced out of the field while other | duced are made in plants engaged in invitations ban we entries from | FOR FACTS ABOUT : Ag 
Uv competing advertising media are al-|direct war production, as fill-in among their most significant cam- sat 1 Various deere 
lowed to continue under compara-|tasks, the industry pointed out. A paigns run in newspapers during ~. Market 
its WPB Order as CORy SES serernens. plant attempting to continue opera-| 1943 have been mailed to advertis- | Write 
~é, nn List Conservation Methods tions by substituting other produc-| ing agencies throughout the U. S. Syndicate 
O discriminatory, ' tion for advertising displays would|/and Canada. National advertisers Store 
_ The committee brief cited a long| find itself without quota containers | are privileged to submit entries di- 79 Madison 
S Seeks New Quota list of industry efforts to conserve/in which to ship the substitute rect, William A. Thomson, director ~_, 
paper, as well as its record of di-| goods. said. All entries must be received : "i We 
sa ufac#® Now York, Dec. 8.—Leaders in the| rectly supporting the war effort} Success in reclaiming fiber con- by the Bureau, at 370 Lexington \\ 
rocerieG@ avertising display field looked for-| With an average of more than 7,000,- | tainers, the committee said, seems to| Ave., New York 17, by Jan. 15. The’ "i - 
oa ward without much hope this week oo pieces of advertising display rest in organization of active local| new volume, the second devoted ex- | ae | \ “5% 10 
bod ¥ mediate relief from a WPB mt pone themes and dis-| scrap drives, “which do not appear clusively to wartime advertising, | salt Market 
oe etre jimitation order banning the use of von , roug red the country | to be producing satisfactory results | will be the sixth “Blue Book” pub- | \ 
ar mar{gnew iberboard containers for ship- q % turing . {at the present time. \lished by the Bureau. | 
0 Payifping displays. 
2s Com. A committee representing the dis- 
play industry protested last month 
others Magainst what it regards as discrim- 
®s in alfinatory action in issuance of the or- 
Vays tlder, L-317. It presented a brief out- tes 
'yY Salef#iining its stand but failed to win ea ae 
"k Mar. relief in subsequent amendments to i 
_ Mithe federal order. It charged that 
_ 0 Dine order unjustly discriminates 
ferusing 4 . . 
brandi against the entire graphic arts in- 
way of™dustry, and particularly against the 
r Sale(f advertising display branch, claim. 
nuously ing that the WPB action “will prac- 
ic whyagtically eliminate this advertising 
supplied medium.” 
The order was issued Oct. 11 and 
1s keepfm made effective the same day, caus- 
© youd ing hardship among producers who 
ir name had displays under way but not 
ince anf¥ ready to ship out. The committee, 
oducts." working through the Lithographers | 
. National Association, which was a 
ng andi represented among its members, ad- 
V prod. ised lithographers that it might be "4 
irer are possible in individual cases to obtain YW Z (Y Sj C/I ti / C, OM [4 
Sayres approval of the paper board section, A 
promo-™@ WPB containers division, to use 
tensive new corrugated containers in ship- 
rands iff ping displays which were in process 
a prior to Oct. 11. Taxinoster advertial a tl ] td li | k 
rocer) axiposter advertising’ 1s a mUutaoor 4 f | nuke v ° 28. 
Asks Amendment | | g le Only OU r medium that can take your mes 
y writ The committee suggested _an| sage to every place where spending crowds gather! 
"DY, “BH omendment to the order which | 
vould permit packing of a display | 
in the ste rd contai in which | : : . > , , 
the poise mn whee w get brag ed On jumbo-sized cards (readable for half a block), your message is moved, day 
shipped. Although consideration was | , : : 
promised by the administrator, ap- | and night, to meet the crowds down-town—the travelers of trains and busses 
y ClockfJ proval of this step has not been F 
inge the given. The industry also has been | —the people who throng hotels and night clubs—the masses who congregate at 
United ordered to use only wood previously 
of Jan. ff employed for wooden containers, | amusement spots—and the thousands of citizens who attend all public gather- 
anufac-f§ and leaders believe there is no} 
s an ‘hance ¢ yw | ° iA hl ’ ° 
aie ecg Bag Fn thera reer ings! ‘That’s where you want your message: where spending crowds gather! 
'Amer- the pulp picture may improve in| 
ks and@ coming weeks or months, the paper | 
seihieaalll sean tae sac ais Tae eer ee | And—that’s why 82‘: of pre-war users are continuing to use this economical 
ine oO! a i 4 's inis s ar | 4 ’ ae . ’ . . 
gh bey Sau chaad tha ieametions | medium! It’s also why 67‘¢ of Whaley ‘Taxiposter advertisers have been users 
etaine future. Demands for corrugated and | ¢ P ' 
yn, Inc fiber board for shipping food, am- from 2 to 10 years. 
munition, etc., to the armed forces | 
must be met first, of course. 
Re 8 mony nn Bone Tg | Want more facts? Simply write, without obligation, to Wm. EK. Whaley 
try committee pointed out that pro- \ ° o—.as — =P 
-Ferry-f duction of ad ony games and Sons, | Company, Washington Building, Louisville, Kentucky. 
cement § greeting cards and illustrated post- 
st 170,@ cards, and advertising displays are | 
jounced # subject to limitation on a quota | 
 Towe basis under orders written by the) 
; work WPB printing and publishing divi- 
en for- @ si All except advertising display | 
jus ines were granted new fiber shipping | 
are in- # container quotas under L-317 on} 
mittee bases approximating the quotas al- | 
~ ‘tee, # lowed under those specific limita- | 
ver 


orders. 

‘omparatively, therefore, it is 
equitalte that advertising dis- 
should be denied a quota while 
‘ner sections of the graphic arts in 
try, to which in no case are con- 


Pt nea . 
ers more vital than they are to 
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46 
Miss Jefferis to Arndt 


Shirley C. Jefferis has joined John D. Wentz, formerly with 
John Falkner Arndt & Co., Phila-| N. W. Ayer & Son, has been named 
delphia, in charge of media and re-| advertising manager of Willson 
search. Products, Reading, Pa. 


Wentz to Willson 


“| 


* Reserve Space NOW! 
FINANCIAL WORILID 


Annual Review Number 


In these days of “rationed” advertising space, Financial World's 
Annual Review Number, to be published January 19, 1944, offers 
you a unique medium which will assure you that your message will 
be read by “men with money”. : 


The Annual Review will contain authoritative studies of all leading 
industries and valuable statistical tabulations which will encourage 
re-reading and a larger circulation. This means a long life for 
your advertisement. 


* 


Advertising space reservations 
are available now and will be 
assigned in the order of receipt. 
Send for your free copy of “The 
Men With Money From Coast to 
Coast’, containing our rate 
card. 


G. Washington 


Coftee Account 
GoestoR&R 


Morris Plains, N. J., Dec. 7.—The 
G. Washington Coffee Refining 
Company, a subsidiary of American 
Home Products Corporation, has 
appointed Ruthrauff & Ryan, New 
York, as its advertising agency for 
G. Washington instant soluble coffee 
and G. Washington’s Cafemelo, a 
new type of soluble coffee to be in- 
troduced shortly after the first of 
the year. 

Advertising for G. Washington 
instant broths, which has been han- 
dled by Cecil & Presbrey, New 
York, since the products were de- 
veloped more than a year ago, will 
continue to be placed by that 
agency. The company recently 
began its first advertising for its 
instant broths since being acquired 
by American Home, employing 
newspapers and spot radio (AA, 
Nov. 1). 

Following formal ratification of 
acquisition by American Home 
Products Corporation of G. Wash- 
ington Coffee Refining Company, 
Henry W. Roden, president of 
Harold H. Clapp, Inc., another sub- 
sidiary of American Home Products, 
was elected chairman of the board, 
while Clarence Mark, vice-president 
and general manager of G. Wash- 
ington, was elected president to 


continue with the organization. 


Here’s a Close-Up 


TRI-CITIES | 


Metropolitan 


of the 


Population 


211,000* 


1942 Census Bur. Est. 
& 


174,995 


1940 Census 0 


C7, 


sad 


C4 A MAJOR Market 


When you think of Moline, Rock Island, or Davenport, picture 


the TRI-CITIES . 


ton, Syracuse, or Oklahoma City! 


.. one market consisting of eleven contigu- 
ous cities with a total population larger than the 


cities of Day- 


So disregard the “city listings” when sizing up the TRI-CITY 


market. 


Remember that TRI-CITIES is definitely a leading 


market with a huge buying force that stands to figure promi- 
nently in your present and postwar sales plans. 


% The 


latest available figures show that 60% of the huge Tri-Cities population lives on 


the Illinois side, which is thoroughly covered by these result-getting newspapers . 


MOLINE | q ROCK ISLAND 


Advertising Age, December 12 


Getting Personal 


It'll be wedding bells for Virginia Ruth Hobler, daughte ,; 
Atherton W. Hobler, bd. chairman of Benton & Bowles, and Frederig 
L. Redpath, who works for Time. Miss Hobler is taking a nurse’s t) aj; 
ing course at Columbia-Presbyterian School of Nursing. . . The no 
will also be tied on Dec. 24 when Shirley Socolof, who resides in terri. 
tory adjacent to Ebbets Field and commonly known as Brooklyn Hy ¢, 
becomes the bride of Frederick R. Sherry Jr., of the Julian Gr 5 
Advertising Co., Hartford, Conn. . . } 

Congratulations are in order for Herbert Abraham, presiden: « He 
Ruberoid Co., who recently completed four decades of continuous sery. 
ice with the organization. Dr. C. M. Whitaker, v.p. of Americay 
Cyanamid Co. and a Ruberoid director, presided at an informal gather. | 
ing to mark the event in the company’s New York offices. . . iN | 

Stationed in the Southwest Pacific with the Navy for more than 13. 
months, Lt. Wm. J. Rankin Jr., formerly in charge of advertising {o, 
Putnam & Co., Hartford, Conn., was recently granted a furlough ang 
visited his parents in Hartford. . . Pvt. Vincent Cutter, in the ad dept Bo! 
of the Metropolitan Theater, Boston, before donning the khaki, is sta. § Al 
tioned at Ft. Bel. 
voir, Va., while 
Pvt. Martin Glazer, 
formerly publicity 
and ad dir. for the 
Paramount The 
ater, is a resident 
of Ft. Bliss, Tex. 

Long interested 
in the Boy Scout 
movement and ; 
member of the 
public. relations 
committee of the 
Greater New York 
Council, Boy 
Scouts of America 
Charles C. Green, 
managing dir. of 
the Ad Club of 
New York, has 


RECEIVES ORDER OF MERIT 


been appointed 
Roland R. Davis, left, assistant to the general advertisng chairmen bert the 
manager of Westinghouse Electric & Mfg. Co., receives PU blic relations 


committee of the 
Queens Council. . 

About 3,600 men 
and women in the 
: - armed services will 
be wined and dined from 4 p. m. to midnight on Christmas Day by citi- 
zens of Charlotte, Va. in a mammoth Christmas canteen party in Char- 
lotte’s Armory Auditorium, A. D. Willard Jr., genl. mgr. of CBS’ WBT, 
has accepted chairmanship of the Christmas entertainment, which will 
be supervised by the Charlotte defense recreation committee. . 

Another advancement in rank has moved Paul H. Hines, Boston ad- 
man and public relations expert, up to lieutenant colonel. The officer, 
at one time with the Boston Herald and Traveler, is attached to the 
Fourth Service Command at Atlanta, where he was assigned as chief 
of the labor branch last January. . . 

Ernie Bagge of the CBS-KNX (Los Angeles) sales dept. is the proud 
father of a 6-pound, 3-o0z. daughter, born Nov. 22... 

Tony Crossman, v.p. of Cramer-Krasselt Co., Milwaukee, who 
recently celebrated the arrival of his first daughter, is bragging again 
—this time about a hunting trip which gave him a chance to celebrate 
the acquisition of his first bear and fourth buck... 

Toasts were drunk and an air of conviviality and good cheer per- 
vaded the offices of St. Georges & Keyes, New York, when admen, 
clients and newspaper people gathered at the agency’s headquarters to 
celebrate the fourth year of its existence. Maubert St. Georges, pres 
and Stanley J. Keyes Jr., v.p., moved about among the impressive 
attendance. A few of the guests were C. Donald Dallas, pres. of Revere 


the company's highest award, the Order of Merit, and a 

bronze plaque, from G. Edward Pendray, assistant to the 

president. The award marks Mr. Davis’ 36 years’ service 
with y Wasiingnene. 


AT METROPOLITAN GROUP LUNCHEON 


\ 


Among those at the luncheon given by the Metropolitan Group at the Waldo 

Astoria, New York, Nov. 30, were, left to right: Milton Caniff, creator of "Ter 

and the Pirates"; Clarence Goshorn, president of Benton & Bowles; Capt. Jo! 

Daley, U. S. Air Transport in China; and W. E. Hosac, president of the 
Metropolitan Group. 


Copper & Brass; Sheppard Spink of Time; Arthur V. Anderson, ad még! 
of Newsweek; R. W. Yocum, ad mgr. of Crowell-Collier; Arnold L. 
Ogden, pres. of Mary Dunhill, Inc.; Fielding Robinson, v.p. Hazeltin: 
Electronic Corp., and D. E. Provost, ad mgr. of the New York Hera 
Tribune. . . 

To Second Officer Frank E. Wolcott Jr., Army Transportation Cor) 
and Mrs. Wolcott, of Bloomfield, Conn., a third child, named Robe 
Second Officer Wolcott is on leave of absence as v.p. of the Silex Co 
James W. Egan Jr., ad mgr., New York Times, has been appointed 
member of the Committee on Development of Northwestern Universit 

If it’s noise that bothers you and you don’t know what to do about 
here’s a tip: drop a line to Robert J. Canniff, of Evansville, Ind., who 
sales promotion and ad mgr. for Servel, Inc. The adman will help ' 
keep you from becoming a madman, since he’s the newly-elected v 
of the National Noise Abatement Council. . 
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Admen in the 
Krmed Forces 


Jack Brooke, eastern sales man- 

if the spot sales department of 
fo Blue Network, New York, has 
ft io join the U. S. Coast Guard. 


Lew Gallaway, advertising man- 
ey of Time International, has left 
b ioin the Navy. William S. Hon- 
for many years with the Phil- 
iia office of Life, has been 
ferred to New York to assume 
ities vacated by Mr. Gallaway. 


ie n Frankel, junior partner of 
s-Michelson Company, De- 

it agency, and formerly director 
f its radio advertising, is now a 
rivate in the Army, and is sta- 

ed at Fort Sheridan, Ill. 

Albert Marzano, artist for Borrelli 
ompany, Philadelphia agency, has 
een inducted into the Army. 

John Temple, artist with Need- 
am, Louis & Brorby, Inc., Chicago 
gency, has joined the Navy as ap- 
brentice seaman, and will train at 
‘reat Lakes Naval Training Station. 
e the third NL&B employe to 
nter naval service. 

Capt. John J. Keegan, formerly 
vith Conde Nast, Chicago, has been 
nttached to the British Army in 
taly in “Military Affairs.” His ad- 
ress) AMGOT, Region 4, APO No. 
77. Postmaster, N. Y. 


hicks Use New Copy 


Kerr Chickeries, Frenchtown, 
{. J., has launched a new campaign 
ff six-inch black-and-white adver- 
sements, featuring a new chick 
artoon character, ““Kutie Kerr,” in 
ong list of poultry and farm pub- 
ications. N. W. Ayer & Son, Phila- 
lelphia, is the agency. 


SHE’ CATCHERS 


“REE PROOFS! 
BR : 


D-MEN READ THIS! 


eres Why the World’s Biggest 
wipes Use EYE* CATCHERS 


gs around 100 new, photo ideas every 
> 


tures are spirited and lively 
tures national advertising’s best models 


nts unique and original situations to 
tize any selling story 


into every job 


lass photography is made available at 


usly low cost 
; 
) ture “sells” something 
use photos liberally—they cost so 

— 
; les ready-to-use promotion stunts 
1 »where else 
4 real money—only $5 monthly—mats 

sy Print Plan 
i lates one to do a more resultful job. 
30 prints up to 8x10, also covers and 
er 
Jo ling ateention rs and agencies sub- 
the to EYE*CATCHERS. It sells itself 

IT” Ss ‘GoT TO BE GOOD!!! 

think this is one of the finest 

ices we have ever seen, and, 
mg wily, cannot see how you are 
41 to sell it for the amount you 
tir 
ra FRI E bo »k of interesting proofs 

ns. Clip coupon to your letterhead. 
. oot ff. | |. | | ft ? ? tT 
, * CATCHERS, INC. 
. , 

- E St, New Vorb 16 MAIL THIS NOW 
) ae ‘ 

nd us FREE proofbooks and details 
>d >» a month membership plan This 
sit gate us in any way 
it 
LO 
D 
y 
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Blue Promotes Dennis 
Ralph Dennis, a member of the 
spot sales staff of the Blue Network, 
New York, since October, 1942, has 
been promoted to eastern sales man- 
ager of the spot sales department, 
succeeding Jack Brooke, who has 
joined the Coast Guard. 


Science’ Names Loose 

N. A. J. Loose has been named 
advertising manager of Science, 
Lancaster, Pa., official journal of 
the American Association for the 
Advancement of Science, succeeding 
T. K. Worthington. 


Opens Office in N. Y. 


Meat Merchandising, St. Louis, 


representatives. 


LF&C Steps Up 
Ad Schedules for 
"V’ Day Selling 


New Britain, Conn., Dec. 8.— 
Mounting interest in Universal’s 
plan to help dealers prepare for 
postwar selling, entitled “‘U’ Plan 
for ‘V’ Day,” has induced Landers, 
Frary & Clark, manufacturer of 
Universal household helps, to push 
ahead its advertising schedule and 
arrange for a series of nationwide 


“*U’ Plan” meetings. 

_ Brochures detailing the plan are 
being sent to dealers, who were in- 
'formed of the project in double 
page color spreads in business 


has opened a New York advertising | papers covering the electrical, hard- 
office at 545 Fifth Ave., with Robert; ware and houseware fields. 
K. Farnham and Stuart Rogers as| page color advertisements in 14 
‘national magazines will tell con- 


Full 


sumers in 1944 how they can ar-| 
range to secure the household 
appliances they will need after vic- 
tory. 

Consumer advertisements include 
check lists of home appliances on 
which readers will be urged to indi- 
cate the items they will need and 
estimate their approximate total 
value on a basis of 1941 prices. 
They are to turn the lists over to 
their nearest dealer, who will give 
them priority consideration as soon 
as the appliances are available. 

The company points out that the 
plan will (1) create a backlog of 
potential orders, (2) indicate the 
type and price range of items likely 
to be demanded by customers, (3) 


47 


develop more store traffic for imme- 
diate sales of available merchandise, 
and (4) “pre-sell 135,000,000 Amer- 
icans on the quality and wide range 
of Universal household equipment.” 
The advertisements will also em- 
phasize the promotion of war bond 
sales by dealers. 


Reliance on WLS 


Reliance Mfg. Company, Chicago, 
has signed a 26-week contract for 
the “Doc Hopkins” program on 
WLS to advertise its work shirts. 
The program is broadcast Mondays, 
Wednesdays and Fridays at 6:30 
a. m., CWT. Ruthrauff & Ryan, 
Chicago, is the agency. 


GIBBONS seeaiaeinai 
GIBBONS LTD. 


2. SAY STREET - 
REGINA 


ADVERTISING J 


TORONTO 


MONTREAL WINNIPEG, 


CANADA 


MERCHANDISING 


CALGARY EDMONTON VANCOUVER 


| 


| 


| THE NATION'S 20 BASIC INDUSTRIES 
All Represented in Syracuse, N. Y. 


| Tobacco. 
Textiles. 
Appocrel. 
Lumber and timber. 


| 
| Furniture. 


PAP VPerne 


Printing. publishing and 

| allied industries. 

§. Chemical and allied 
products. 


Paper and allied products. 


and the Syracuse Market 
Food and kindred products. 12. Leather and leather 


products. 

13. Stone, clay and glass. 

14. Iron and steel products ex- 
cept machinery. 

15. Non-ferrous metals and 
products. 

16. Electrical machinery. 

17. Machinery, except electrical 
machinery. 

18. Auto and auto equipment. 


10. Products of petroleum and 19, Transportation except 


coal. 
ll. Rubber products. 


automobiles. 
20. Miscellaneous. 


You're on the beam, E. A. 


already set aside a substantial sum and is working 
with Time, Life and Fortune magazines in establishing 
a real, concrete post war market. An actual survey 
shows that Syracuse will employ 13.5% more workers 
after peace than before Pearl Harbor. To clinch it, 
20 of the nation’s basic industries are represented in 


the Syracuse area. “Solid” is 


. before, during and after the war... 


Syracuse, N. Y., has 


the word for Syracuse 
a better market! 


SYRACUSE} HERALD- JOURNAL 
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Seek Womanpower 
True Stories for 
Wrigley CBS Show 


Chicago, Dec. 8.—There won’t be 
any lack of true story material for 
“American Women,’ Wm. Wrigley 
Jr. Company’s network radio pro- 
gram featuring wartime women at 
work, if midwestern companies fol- 
low through with case histories, as 
they’ve been invited to do. 

The show, launched last Aug. 2, 
is aired on 116 CBS stations Monday 
through Friday at 4:45 to 5 p. m. 
Its main objective is to reach women 
who are not now working and to 
show them the necessity of doing 
war-essential work. It’s the kind 
of show that to be completely suc- 
cessful, in the view of the Wrigley 
president, Philip K. Wrigley, should 
have a dwindling audience—because 
a lot of the listeners hustle out to 
sign up for war jobs, 

Program material, however, and 
not a vanishing audience has been 


ARE YOU SELLING THEM EFFECTIVELY? 


. 
You should have expert counsel 
on how to teach the growing 
» $7 Billion Negro Market. Consult— 
| OUT OF ” 

DAVID J. SULLIVAN 
Negro Market Organization 
Marketing + Advertising + Research 
$45 Fifth Avenue + New York, N.Y, 


EVERY 10 
AMERICANS 
1S A NEGRO 


the most perplexing problem to the 
writers, Mr. and Mrs. Frank Hurs- 
ley, who have sought to base most 
of their dramatizations on true inci- 
dents. As a result, CBS officials 
last week summoned a meeting of 
public relations, personnel and ad- 
vertising executives, asking them to 
suggest actual stories about women 
that could be used on the program. 

More than 100 attended the studio 
session, saw an actual broadcast of 
the program, and heard from the 
producer, Bobby Brown, the writ- 
ers, Philip Cohen, chief of the OWl 
domestic radio bureau, and C. John 
Russell, representing the War Man- 
power Commission. A_ telegram 
from WMC Director Paul McNutt 
commended the radio series for its 
part in helping solve the manpower 
problem. 


Westinghouse Ties In 


How Westinghouse Electric & 
Mfg. Company tied in with one of 
the broadcasts, featuring one of its 
own workers, was related by Har- 
riet Gormley, of the public rela- 
tions department. The woman, 
Flora Smotherman, while using a 
sewing machine to make a party 
dress for her daughter thought up 
a machine refinement to speed pro- 
duction of wax used in waterproof- 
ing Army binoculars. Westinghouse 
“merchandised” this program recog- 
nition with an auditorium meeting 
at Mansfield, O., distributed posters 
calling attention to the show, etc. 
| Illinois Bell Telephone, Douglas 


Aircraft, Lockheed, the Red Cross 
and other service organizations have 
been among companies and associa- 
tions whose women employes fig- 
ured in the Wrigley shows. Other 
representatives were told at the 
Nov. 30 meeting that adaptable 
stories not only will show women 
how they fit into war-essential work 
but will help strengthen employe 
and volunteer worker relations. 
Whenever possible, company and 
employe names are used by the 
Wrigley writers to demonstrate con- 
clusively that the average woman’s 
skills can help in war jobs. 

The program is sponsored in be- 
half of Wrigley’s Spearmint gum. 
Commercials are in keeping with 
the purpose of the series, pointing 
out that the product is helpful in 
relieving nervous tension in facto- 
ries, in offices, on the farm, and at 
home and that the company is “try- 
ing hard to supply it to all of you 
who need it.” 

Arthur Meyerhoff & Co., Chicago, 
handles the account. 


Grocery Group Elects 


Walter H. Murphy, district sales 
manager of Ralston Purina Com- 
pany, has been elected president of 
the Grocery Manufacturers Sales 
Executives, Chicago. He succeeds 
Bob White, Doughboy Mills, Inc., 
who was named chairman of the 
board. Tom E. Reynolds, Standard 
Brands, Inc., was elected first vice- 
president. 


NEW YORK _ 


am 


q 


Tre 13-billion-dollar retail market dominated by the 
power (50,000 watts), the programs (NBC, plus the 
foremost local shows), and the popularity (based on 21 
years of service) of WGY. 


Represented Nationally by 


NBC 


Spot Sales 


Lil 


WGY-1568 


a 
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“Positions Wanted 


cash with order. All other 
rates): % in., $2.75; 1 to 3 tn., 


The Advertising Market Place A 


The rates for this department are as follows: “Help Wanted,” 


tatives Available,” 30 cents a line, minimum charge $1. 


HELP WANTED 
George Williams 


COMMERCIAL PERSONNEL 

Advertising & Publishing Positions 
2009 S. State St. — Chicago, Il. 

Editor wanted by New York month- 
ly trade paper covering radio and 
electrical appliance dealers and serv- 
icing organizations. 

The man selected will be given a 


portunities for Give 
complete details. 

Box 4465, ADVERTISING AGE 
330 W. 42nd St.. New York City, 18 


advancement. 


ADVERTISING ARTIST. Established, 
growing, creative advertising-print- 
ing plant wants artist for permanent 
job with advancement opportunities 
(not temporary draftee replacement). 
Man should be draft-exempt; able to 
do lettering and finished art for re- 
production. Creative layout and de- 
sign ability also an advantage. Con- 
genial working conditions. Send 
samples and state salary required. 

STEWART-SIMMONS COMPANY 

Waterloo, Lowa 
PARTS 
CATALOG MAN 

Large, nationally-known Detroit man- 
ufacturer wants experienced man to 
handle parts catalog and repair parts 
lists. This man must be able to pre- 
pare his own copy and have a prac- 
tical, working knowledge of layout 
and printing, with an exacting eye 
for details. Experience in parts or 
service with farm machinery or auto- 
mobiles preferred. For the right man, 
this opening presents an unusual op- 
portunity for personal advancement 
and security. In your reply, state age, 
draft status, previous experience and 
salary desired. 

Box 4463, ADVERTISING AGE 

100 E. Ohio St., Chicago, 11 


COPY MAN WANTED 
BY AGENCY IN CHICAGO AREA 


|—he writes good copy. He may now 
| be with an agency, he may be an ad- 
vertising manager with a manufac- 
turer or he may have just received 
an honorable discharge from the 
armed forces. Somewhere, probably 
in this territory, there is the man we 
are looking for—one who would like 
a first class writing job at good pay 
|} With a successful, financially sound, 
small agency, which has an inspiring 
list of national accounts. Give full 
details in letter. Write. 

Box 4461, ADVERTISING AGE 

100 E. Ohio St., Chicago, Il, 


POSITIONS OPEN 
We specialize in advertising person- 
nel, male and female. Positions now 
available with advertisers, agencies, 
publishers and in radio. Transactions 
confidential. No registration fee. 
FRED MASTERSON 
Sinclair Masterson Personnel 
310 S. Michigan Avenue, Chicago, Hl. 


good salary and have unlimited op- 


.” “Representatives Wanted,” and “Represen- D 
Terms 

classifications (single insertion f 

$4.75 per inch. . 

gi 

Al 

HELP WANTED a 

LAYOUT MAN OR WOMAN wi oe” 

tiative and ideas needed by ad: or mit 

ing agency in Bogota, Colom An 

South America. Some one who wa, in 

to take advantage of vigorous j res, : 

and future development in advertig; 

business in new progressive coun; ha 

Knowledge of Spanish helpf ov 
essential. Write air mail putt 


in stamps on envelope. State fy Lc 


age, Whether married or sing]; Xe tri 
rience, references, salary expec, ed 
Colombian living 50% lowe: 4; in 
American. Taxes almost non-ex jist,; ie 
EPOCA LIMITADA apartado ae, CY 


4248, Bogota, Colombia.. 
ALSO RESEARCH SPECIALIST. y, 


or woman. Same address, particyls, . 
as above. on 
— ——___ pl 
ADVERTISING ARTIST desiring py 
manent position with moder ty 
advertising organization. Idea! »; 
tions between employee and employ, 
—opportunity to go places. Applica d 
should primarily have illustrat t} 
ability and taste for modern trea - 
ments and be able to work from ro t 


layouts. Lettering ability desira) 
but not necessary. 
The Jaqua Company 
Grand Rapids, 2, Michigan 


WANTED: — A woman who enjoy 
working on circulation, hand}]ji; 
cards and detail. A. B.C. & ©. ¢ 
bus. papers. Salary depends on abj 
ity. Permanent employment. Not 
war job. Chicago and Michigan Ay 
address. 
Box 4449, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 
POSITIONS WANTED 
Editorial Advisor—Twenty years’ » 
perience writing, publishing news 
papers, magazines. Help in for 
policy, writing. Consultation in N 
York, or mail. Now employed 
Box 4464, ADVERTISING AGE 
330 W. 42nd St., New York City 
Young Woman—) yrs. agency produe 
tion, 6 yrs. magazine adv., maké« 
Box 4462, ADVERTISING AGE 
100 E. Ohio St., Chicago, 11 
EVANS L. KREHBIEL 
Humorous illustrations in any im 
dium. Shall be glad to consult wit 
you regarding your accounts. 
437 N. Michigan Ave.—Studio 25) 
Chicago, 11, Ill.—Sup. 4750 


MISCELLANEOUS 
Office to Rent 

Furnishings, equipment for sale c 
plete; executive, reception, sup) 
rooms (approximately 500 sq. f 
Ready for occupancy; apply build 
manager, 134 N. La Salle, Chicago 
Do you have clients who wish to im 
prove their Relations with Top M 
agement? Our Newsletter. will 
read by all officials in every size bus 
ness rec*iving it. Proven acceptance 
Open for sponsorship on national 
regional basis. , 

Box 4454, ADVERTISING AGE 
330 W. 42nd St., New York City 


Owens-Illinois Eyes 
Use of Disney Films 


Study of the possibilities of mo- 
tion pictures, including the ani- 
mated cartoon, in postwar industry 
is being made by Owens-Illinois 
| Glass Company, Toledo, O., first or- 
|ganization to use facilities offered 
/by the new industrial film division 
|established by Walt Disney Produc- 
tions, Hollywood. 

Disney will make a survey of the 
|company’s over-all setup to deter- 
mine the uses for films in its opera- 
| tions. 


Names Pflaum Agency 

Central Process Corporation, For- 
est Park, Ill, maker of synthetic 
|liquid resins, has named Stanley 
| Pflaum Associates, Chicago, as its 
agency. Color pages and black and 
white half pages will be used in 
industrial papers, starting in Janu- 
ary. 


] 
Names Weiss & Geller 
Weiss & Geller, Inc., Chicago, ha 
|'been named to handle the adve! 
| tising of Helene Curtis Industries, 
|division of The National Minera 
|Company, Chicago. Color pages 
|major magazines, featuring (thé 
Helene Curtis cold wave, and a na 
j}tionwide trade promotion campaig! 
are planned. 


Pick Named C&E Manager 


Harry C. Pick, formerly with the 
space department of Foote, Cone ¢ 
Belding, Chicago, has joined Crut 
i'tenden & Eger as manager ©! te 
|media and research department. 


Snyder Opens Agency 

J. Ed Snyder, who formerly ope! 
ated advertising agencies in isn 
ington, D. C., and Salt Lak: 
has opened a new agency in len, 
Utah, which will service loca’ ¢e! 
eral and national accounts. 


BY A 4-A 


We are seeking 


develop outstandin 
keen appreciation 
purchase of final a 


The person we seek will enjoy working in Boston and will be e 
pected to maintain his interest in new developments in the whol 


field of commercial art. Frankly. 
a talker. 

We are a four “A” 
tional opportunity for the right mz 


The personnel of this agency enjoy working together in a congenia 
atmosphere so that no “prima donna” or person who finds it difficul! 


to get along with others should ap 
Interviews either in Boston or 


applicants where letters merit further consideration. 
Box 4466. ADVERTISING AGE, 330 W. 42nd St.. New York City lt 


Vembers of our organization have 


wanted 


to act as Associate Art Director in our Art Departmen 
The person sought must not only be an experience 
and a working layout person able to pitch in an 


agency and offer what we believe is an excep 


been informed of this advertisement 
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ee 


BOSTON AGENC\ 


a top-notch layout man or wom 


g advertising but also must have 
of values in order to assist in tl 
rtwork for clients. 


we are looking for a doer — no 
un. 


ply. 
New York will be arranged wit! 
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AMA Warns Dailies 
Against ‘Blatant’ 
Drug Ad Claims 


Chicago, Dec. 8.—The danger of 
government control by decree, as in 
Argentina, should induce more 
newspaper publishers voluntarily to 
har “the more blatant advertise- 
ments of proprietary remedies,” the 
American Medical Association warns 
in an editorial in its official Journal. 

Argentina, the AMA points out, 
has set up almost complete control 
over drugs and drug advertising. 
London newspapers, through their 
trade group, have voluntarily adopt- 
ed regulations which should see an 
improvement in the standard of 
control over advertising claims, the 
association says, and “in this coun- 
try, too, the time seems ripe for 
positive voluntary action by 
publishers.” 


Forms Control Group 


Argentina has established a new 
department and committee under 
the National Department of Hygiene 
to control specialized drugs and en- 
force the stringent laws. The great- 
est allowance for advertising is 20% 
of the total amount of all expenses, 
and all advertising must be sub- 
mitted to the national department 
for approval. 

The new law establishes limits on 
profits for manufacturers and re- 
tailers. These are held to 20% based 
on the actual cost of the drug for 
manufacturers, 30% for pharmacists 
and 13% for drug stores. Importers 
will be limited to a 6% profit. The 
decree rules that the unit price of 
sale to the public must be declared 
on the drug containers and must 
remain unchanged, and these prices 
must be kept uniform throughout 
the country. 


Must Report Cost 


Information on the manufacturing 
cost of drug products, and prices 
sought, must be submitted to the 
Argentine department by makers. 
The decree rules out such words as 
“pure” and “harmless” on container 
labels, and substitution of a given 
drug for another one is prohibited in 
pharmacies and drug stores. 


more 


BASIC STATION 
COLUMBIA BROADCASTING SYSTEM 


BASIC STATION 
COLUMBIA BROADCASTING SYSTEM 


Drake Heads Chicago 
Admanagers Group 


Richard F. Drake, Felt & Tarrant 
Mfg. Company, was elected presi- 
dent of the Advertising Managers 
Club of Chicago at the Dec. 7 meet- 
ing. Other officers are Paul Trues- 
dell, Universal Oil Products 
Company, vice-president; Harry W. 
Frier, Chicago & Northwestern 
Railroad, secretary-treasurer; and 
Kathryn Lies, Bear Brand Hosiery, 
recording secretary. 

Directors named are W. A. Jimi- 
son, Borden Company; W. F. Scran- 
ton, Ampro Corporation; Herbert T. 
Webb, Modern Marketing Service; 
and James F. Eads, International 
Cellucotton Products Company. Ad- 
vertising, sales promotion and pub- 
licity managers and their assistants 
are eligible for membership. 


Pollak Launches 
Its Greatest 
Ad Campaign 


Arlington, N. J., Dec. 8.—Pollak 
Mfg. Company, which heretofore 
has limited its advertising to infre- 
quent insertions on a small scale, 
will release its most ambitious ad- 
vertising campaign when 1,000-line 
newspaper insertions break Dec. 13 
in about 10 major dailies in key 
cities east of the Mississippi. In 
addition, black and white full pages 
will be employed in selected busi- 
ness and industrial publications, 
with color pages in Fortune. 

Scheduled to run into May, 1944, 
the campaign will be placed by the 
eastern division of Campbell-Ewald 


Company, which has been appointed 
agency for the account. 

Peacetime designer and fabricator 
of products made from the less con- 
mon metals such as aluminum, 
magnesium, stainless steel, Monei 
and Inconel, the company is engaged 


100% in production of military 
ordnance. 

Headlined “A 4 Star Perform- 
ance,” the first advertisement will 
call attention to the four Army- 
Navy “E” pennants awarded to the 
company. Listing the mumerous 


products made for the government, 
copy emphasizes that the same kind 
of service and skill which the Army 
and Navy have recognized can work 
for private industry when the war 
is over, and suggests that “you plan 
with us on the manufacture of your 
peacetime products now.” 

De Witt Conklin, assistant to the 
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president in charge of sales and 
advertising for Pollak, will work 
on the new campaign, with Lynn 
B. Dudley as C-E executive. 


FOR FACTS ABOUT : Sw. 


Syndicate 
Stor 
Merchandiser 
79 Madison 


Ave. 
New York 16 
N. Y. 


Aé 


industry. 


The Beauty Shop COMPENDIUM has been setting 
new records for sales and popularity 


‘year subscriptions to AMERICAN HAIRDRESSER. 


The Beauty Shop 


are sold only on a two year basis. 


309 W. Jackson Blvd. 


NEW YORK (18) 
522 FIFTH AVE. 
GEORGE PFEFFER 


CHICAGO (6) 
309 W. JACKSON 
CLINTON B. JULIAN 


'The current, 3rd edition now almost sold out, will exceed the 15,000 paid dis- 
tribution guaranteed to advertisers. 


New, Revised 4th Edition to Contain 
COMPLETE BUYERS' DIRECTORY 


In addition to over 150 pages of text and illustrations the new edition will have 
3 complete, indexed directory of all products, services and manufacturers. Ad- 
vertisers in this edition will have their products, company names and page 
numbers of advertisements listed in BOLD FACE CAPITALS. 


33-1/3% More Value at No Increase In Cost 


Increased demand enables us to increase the paid distribution of the 4th edition 
by 33-1/3% .. . not 15,000 as this year's edition . . . but 20,000 in 1944. 


Conforming with regulations of the A.B.C. the exact number of Compendiums 
distributed is shown on all statements. 


Two Years of Life for Your Advertising 


COMPENDIUM is sold only with two year subscriptions to 
AMERICAN HAIRDRESSER. It is used constantly in the shops. Your Advertising 
will have constant reference value for two years. 


No Duplication of Readership with the Previous Edition 
The 4th edition will not reach any of those who have the 3rd edition, since they 


in the beauty 
It has become almost a "bible" to beauty 
shop owners and operators —the only complete 
text-book and reference manual of its kind. 


‘Since the first publication in 1941, 47,000 copies have been supplied with two- 


LOS ANGELES (13) 
816 W. FIFTH ST. 
DON HARWAY 


POPULARITY —__ 
x ADVERTISING POTENCY 


are ready to buy . 


BIGGEST SINGLE ADVERTISING 
OPPORTUNITY OF THE YEAR 


COMPENDIUM 


point-of-purcha 


gives your advertising 


se contact with Beauty 


Shop Owners and operators when they 


you have the 


added attention value of BOLD FACE 


CAPITAL listings . . . you reach an 


audience of 20,000 owners and opera- 


tors who are making more money now 


than ever before .. . a low-cost way 


to keep your company and product 


names alive in 


represented in the "best-seller" 


The Only wT Beauty Publishing Service 


the minds of this aud- 


ience the year-round. Plan now to be 


in the 


beauty industry. 


ozs! compendium 


Published Dy AMERICAN HAIRDRESSER 
TRADEPRESS PUBLISHING CORPORATION 
Chicago 6, 


AMERICAN | HAIRDRESSER 
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Names Metcalf Agency 


1 Johnson Tool Company, 
Providence, R. L., 
George T. Metcalf Company, Provi- 
dence, to handle its advertising. 


Tubize Changes Name 
East 


|}and fabrics, 
| to Tubize Rayon Corporation. 


Tubize Chatillon Corporation, 
has appointed |New York, maker of Tubize yarns 
has changed its name 


GREATEST 
POTATO CROP! 


210,000 Acres — 70,000,000 Bushels 
(Estimated) 


— is now being Marketed. Sales are UP 
and going HIGHER here in the Great 


North-East Empire. Only one Newspaper 


Sweeping Postwar 
Job Platform 
Paces NAM Meeting 


New York, Dec. 10.—A sweeping 
program “to provide—not merely to 
promise—higher standards of liv- 
ing, opportunity for both labor and 
capital, and personal freedom within 
the limitations of law and order,” 
and most important, postwar jobs 
for all, was adopted here this week 
by the National Association of Man- 
ufacturers at its Second War Con- 
gress of American Industry. 

The program, adopted yesterday 
after months of intensive study and 
discussion, asserts that “in order to 


its power to produce and distribute 
better goods in greater volume at 
lower prices to more people, to 
make opportunity and jobs avail- 
able to everyone, to help restore and 
preserve freedom.” 


“For All Americans” 


These goals can be won only “by 
a return to the fundamental beliefs 
of the founders of America—to the 
principles of the Declaration of 
Independence and the Constitution 
of the United States,” the NAM pro- 
gram asserts, plus hard work. 
“Freedom,” it says, “is the very 
basis of the American way of living 
—of working—of doing business. 
And doing business in the Ameri- 
can way means free, private, com- 
petitive enterprise.” 

“Opportunity—jobs—freedom .. . 
for people all over America,” the 
program concluded. “With progress 
at home and peace abroad the 
whole national economy will pros- 
per. This is the only way to pro- 
gressively higher standards of liv- 
ing and sound economic security. 

“This is a program for all Ameri- 
cans. The goals can be won—by 
working together. And out of this 
unity will come a stronger, freer, 
greater America.” 

At the opening session Wednes- 
day more than 3,500 of the coun- 


try’s top-notch manufacturers and| 
business men were on hand for a| 
round-table discussion of “Jobs in 
Peacetime.” 


| 


Advertising Age, December 13, | 


and labor are the prime requi 
of prosperity in the postwar pe 
and that class conflict “would p 
disastrous,” T. M. Girdler, chair 
of Republic Steel Corporation 
Consolidated Vultee Aircraft ( 
poration, gave the following 

cornerstones upon which indus 
peace may be built: 

“1. Recognition of the prin 
of collective bargaining. 

“2. Recognition of the right 
employes to join or not to join 
labor organization. 

“3. Scrapping of the ‘class 
flict’ idea in labor - manage: 
relations and recognition that c 
eration between men and man 
ment naturally follows 
understanding of each others’ ; 
lems. 

“4. Incentive for investment 
work, a fair return for vent 
capital, aid fair wages for emplo) 

Congress Is “Defense Line” 


In a talk yesterday, H. W. Pren 
Armstrong § Cork 


Jr., president, 
Company, asserted that 
constitutes “the only 
defense line” that stands bety 


the American people and nati 


Cong 


mut 


dependa} 


een 
nal 


socialism. Management’s job today 


includes a large portion of a t 


that all good Americans n 
shoulder, the creation of the t 
of governmental climate 
for the preservation of private c 
petitive business, he said. 

Industry’s plans for a 


' Adequately serves this territory. Get the get back on the road of opportunity 
' “ee —jobs—freedom in the postwar 
: facts — Get the sales. years, the people of America must 
strive to work together, make gov- 
: C L D 1 EP) g ernment one of laws and not of 
th men, develop new frontiers, reward 
he angor al p e accomplishment, restore constitu- 
tional government, and _ establish 
Maine's Largest Daily Newspaper pre Btn nd sean” — 
Simultaneously, it was made clear 
42.974 Copies Daily Reoeented Rg Fg 
52,570 Copies Sat.-Sun. SMALL-BREWER and KENT) Inc. effort, artificially created jobs, se- 
Net Paid ABC 9-30-43 New York — Boston — Chicago curity without. contribution ' but 
does hope to do “everything within 
' , 
; ” ae oe asl, ‘ 
' See 
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* Even now, long neglected lighting 
| equipment is being repaired in London. 
* Here in America we, too, look forward 
| to the signal: “LIGHTS uP!” When it 
| comes, Broadway will again set the pace 
...amore dazzling Great White Way. 
* Breath-taking new effects of light and 
animation await the postwar audience. 
Electronics, of course—sparks, flame, liq- 


= 


CREATORS OF 


, a, 


uids and other unique devices born of 
wartime experience will make their bows, 
not only to Broadway but to major met- 
ropolitan cities of the World. 

* It isn't too early to be thinking “spec- 
tacularly” of your product even now. 
We’re planning great things, and will be 
ready to sit down with you when the 
order goes out for...”LIGHTS UP!” 


DOUGLAS LEIGH INC. 630 rirtH AVENUE, NEW YORK, N. Y. 


SPECTACULAR OUTDOOR ADVERTISING 


| America in the postwar years- 


Take Part in Panel | America of jobs and freedom 


|ford, president, 
| tion 


|of Industrial Organizations. 


Participants in the 60-minute} 
panel included Frederick C. Craw- 
National Associa- | 
Manufacturers; Paul G.| 

president, Studebaker 
Corporation and chairman of the! 
Committee for Economic Develop- 
ment; William Green, president, | 


of 
Hoffman, 


| American Federation of Labor; and | 


Philip Murray, president, Congress | 


Following the “Jobs in 
time” panel, Charles E. Wilson, 
vice-chairman of the War Produc- 
tion Board, spoke on ‘Production 
for Victory,” and Joseph B. East- 
man, director of the Office of Defense | 
Transportation, addressed the group 


Peace- 


opportunity”—are being preser 


ask 


lust 
ype 
requl 


ed 
ym- 


bette; 


“an 


and 


iter 
Lec 


at the NAM conference, Mr. Prentis 


pointed out. 


But management’s job 


he added, is to take industry’s pro- 


gram to the people to get them 


+ 
\ 


approve it, “not because it is new 


not because it is revolutionary, 
because it promises something 


not 


nothing, but because it takes thy 
best from America that has been 
and seeks to improve it for tl 
better America ahead.”’ 

He said that the NAM Bette: 
America committee, of which he 
is chairman, “is preparing graphic 


presentations dealing with five s 
cific matters in respect to 
legislative correction 


pe- 


which 
is necessary.’ 


on “Transportation to Victory.” They are: 
Asserting that industrial peace 1. The vital importance of pri- 
and cooperation between industry| vate capital formation in order t 
; ; 


Diesel engine installations are in- 
creasing at airline speed because 
the Diesel can provide cheaper 
power almost anywhere. Trucks, 
buses, tractors, cut operating costs 
by installing Diesels—so do ships, 
pipe lines, power plants, factories, 
locomotives, oil wells. In fact, 
wherever reliable, economical 
power is required, you will find 
the Diesel engine. 


Every time a new Diesel plant is 
put to work, hundreds of other 
products and materials go to work 
too. In addition to the Diesel en- 
gine itself, the Diesel plant re- 
quires such items as: Piping, nuts 
and bolts, gauges, paint, fans, fuel 
oil, governors, couplings, lubri- 
cants—but, why go on? We have 
a long list of them that we will 
gladly send you. 


If you aren't already cultivating 


rate card, 


; 
; 

. | 
- 


ments, sample copies and 
our analysis of the Post 
a War Diesel Market. 


Market Awaits Your Peslinst 


the “Diesel Market” it will pay 
you to do so NOW. The business 
is there, you can get your share 
of it by telling your story to the 
leaders in the Diesel field through 
the advertising pages of 


MOTORSHIP 


and 
DIESEL POWER & DIESEL 
TRANSPORTATION 


If the marine market alone inter- 
ests you use MOTORSHIP, the 
world’s only A. B. C. Marine Die- 
sel magazine. 


For industrial and transportation 
coverage, specify DIESEL POWER 
& DIESEL TRANSPORTATION, 
the only other A. B. C. Diesel 
magazine published. 


Investigate the Big Diesel market 
today by writing for our latest 


A.B.C. state- 


PUBLICATIONS, INC. 
(192 LEXINGTON AVENUE 
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Uls ‘¢ pl ent the advent of national so-|involved? Or is the social value “We should pledge and demand,’| work of the other. Government! exhibited concern for _ security, 
Pe: od B-jai.sm in the postwar years. of the goods to be considered? Fo:| Mr. Sykes added, “that, when the| should be primarily concerned with| dread of unemployment, fear of 
Prove » A proper scheme of taxation|instance, should the government still unformulated government pol-|law and its enforcement, business} social tensions, doubts about iabor 
lirman designed to preserve individual in-| favor those who supply the farmers | icy in freeing enterprise comes to with production and exchange in ajrelations. They. seem immersed in 
ND ond cer: ve On which the development who need machinery and parts? practical peacetime  application,| free market.” problems rather than fired with 
- Cop. fof new enterprises and new jobs “Moreover, the government must/| each step shall be taken on reason- | He contended that government! enthusiasm for freedom. Fear still 
J ur depends. generalize its controls, And gen-|able consultation and cooperation | should operate principally by fixed| appears more frequently than faith 
USt ria] The importance of sanely or-|eralities are difficult to fit into an|among all the interested groups,| rules made by representatives of) in their basic vocabulary. Until the 
oa; zed labor relations so as to|enterprise system established and| whether enterprise, labor, agricul-| the people, chosen in free elections.) public reverses that psychology, we 
inc ple sure social unity. Obviously, rep-| run by individuals,” he said. ture, government, or the public in| Business, he added, should function) will hear more and more of the 
re tative democracy cannot long Mr. Sykes discussed this and|any of its various aspects.” _ by “fluid decisions” that find their| managed economy, and enterprise 
ght of ex in the face of acute class| other transition problems, such as Henry M. Wriston, president, ultimate test in a free market,| will not again be free.” 
in cleavage. the cancellation of the $50,000,000,-| Brown University, emphasized that} where the public reveals what it) 
) The importance of providing| 900 of wartime contracts when the| “experience with the NRA supplies| wants and what it is willing to pay. | 
- ... Bfopportunity for every individual to last shot is fired, the disposal of| the clearest evidence that business “The return to peace,” he said,| MAILING SERVICE 
er fi safeguard his own future against | some $15,000,000,000 of government- should not undertake the function “will furnish a fresh test of faith 
e p. jthe ur spectres of sickness, unem-| Owned war plants, the disposal of|of government. There is equally in freedom. Will it be sold short MaSeterenhtne ..« Willen sin 
nage. J_ployment, old age and death. Sound $50,000,000,000 of wartime supplies | good evidence that democratic gov-| as in 1933, or have we learned our) ~ eral g - on Be 
Sates security. is a stabilizing fac-| which the government will have in| ernment cannot take over the func- | lesson so that we dare accept the | Addressing—Mimeographing 
% gainst revolution and anarchy | strategic stock piles, as well as the} tion of business. _Business and gov- | tensions, difficulties, hazards, and 
) y form of government. reconstruction of “our system” of|ernment are different kinds of/frictions that freedom involves?;| THE LETTER SHOP, Inc. 
it and 5. The vital necessity of curbing distributing civilian goods. | activities; neither should do the | Thus far our political leaders have | 1431 8. Dearborn St., Chicago Wab. 8655 
ntured ureaucracy through the revival of 
loves” local responsibility for local affairs. 
>” Upholds Private Enterprise 
rent Preserving private enterprise at 
Cork home after the war is just as impor- 
ngress tant as preserving peace abroad, 
idable fy ac’ rding to Wilfred Sykes, presi- 
tween dent, Inland Steel Company, who 
tional |_spoke as chairman of the NAM 
today postwar committee. ; , 
1 task To take industry’s postwar job- 
must (planning out of the field of specu- 
type lation, Mr. Sykes launched a de- 
juired mand for a Congressional resolution 
“com. fg recognizing the essential need for 
maintaining private enterprise at 
bette; home on a par with the recent reso- 
‘ate lution of Congress recognizing the 
" and — need for maintaining peace 
seo9 ¢ iproad, 
mer “The greatest postwar problem of 
's iol s country today is: Will govern- | 
, pro ment let go of private enterprise 80 | 
>m ft that it can again be free?”’, Mr. | 
nate Sykes asserted. “A related ques- 
— on of perhaps equal importance 
‘ier If government frees enterprise, 
-_ vhat manner will it do so? 
p ian “Whose company would be let out | 
, ¢ first, and given the first chance at 
hiring skilled men and entrenching 
Jette tself in new fields, while some 
a. ther company is still in the gov- 
aphic ernment service? ; 
spe- “How are the essential materials 
to be distributed at the outset, the | 


ost critical period? Are materials | 
» be allocated to a company ac-| 
wding to the amount of capital | 
nvolved, that is, by size; or is it} 
to be done by the number of jobs| 


| 
| 
| 


~ Interior-Exterior = 


advertising } 
displays | 


via Silk-Screen 
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FROM SMALLEST RADIO DIAL TO 

, AGENCY BUYERS: Ask us to give yous 

“ ee eee oe See ‘Allocations’ —'allotments’— ‘tonnage curtailments'—'restrictions’ and other things are changing 

.. counter, point-of-sale ene o al Is- ‘ : 
scans ieee the architecture of many of our favorite publications, as you may have noticed. They also are 

nm ours is a valuable source for small, ° . es ° . . 

K ry ont Reg changing space selling policies—which you undoubtedly have noticed. ... But in the face of 

N. up to 24 SHEET POSTERS. , , : j 

. fewer and lighter weight pages, of lower quality paper and perhaps smaller page sizes, color 
CRITICAL MATERIALS NO PROBLEM! ; , os : . 

Posdedhie iasensi Muiees’ thes is becoming more and more abundant in the advertising sections. . .. Could be that with fewer 

: simulate pre-war quality, is accom- . : : H H i 

' plished through use of suitable substi- pages available per advertiser, the power of color to dominate is coming into its own. . . . Rogers 

tutes. Sturdy, attractive and long-life 
displays are the result of eahoastive engravings in full color are appearing in greater volume in all the national publications and for 
research and careful experiment wit 
non-critical materials. larger numbers of advertisers. It's quite probable that these advertisers know that it takes an 
29 . . . . t . te. . . . . 

: St REET. ta the oven uncommonly good engraver to make plates which will ‘print’ in spite of increased printing hazards. 
plays, has equipped us with a “know- 


*” ‘ . 
how” that compels A-1 quality. Tell us | 
your problem. We confidently believe | 
we can solve it. Write or phone 
| 
| 


OGERS ENGRAVING COMPANY 


MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
Adolph F. Buechele, President 


2001 CALUMET AVENUE °<+ Phone CAL 4137 : 


SULLIVAN-NOLAN ADV. 


Co. 


CHICAGO, ILLINOIS 
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New Allocation Rule 


52 
FMBI Members Seek 


A new method of allocations for 
frequency modulation stations was 
called for by station executives last 
week at the one-day meeting of the 
board of directors and membership 
of FM Broadcasters, Inc., in Chi- 
cago. 

The broadcasters held that a 
rigid tie-in of service and trade| 
areas is impractical in most cases. | 
The area requirement is included in | 
current FCC regulations, which | 
have been under study by a special | 
FMBI engineering committee con- 
sidering postwar problems. 

Associated FM stations will con- 
sider the allocations problem again | 
at their convention, called for Jan. 
26-27, in New York. 


Names A. W. Lewin | 

Driver - Harris Company, Harri- 
son, N. J., has placed its account 
with A. W. Lewin Company, New- 
ark agency, effective Jan. 1. 


A Technique for 
Producing Ideas 


Where do the money-making 


that make successful novels, 
radio programs, 
tures, advertising campaigns, 
and businesses? James Webb | 
Young, one of the highest 


tising business, set out te 
answer this question for his 


Chicago. The result is a 
little book that you can read 
in an hour but will remem- 


the simplest and clearest ef language Mr. Young 
has succeeded in describing the way the mind works 
in all creative people. He gives you the FOR- 
MULA which they consciously or unconsciously fol- 


low in producing ideas. He shows you how to train 
your mind so that idea production is, as he says, VU. S. 


Free Enterprise 


| years NIIC has produced one mo- 


| in American life. 


ideas come from—those ideas | 


moving ple- | 


students at the University of 


| Tuesday to air 


| row,” a forum discussion on postwar 
ber the rest of your life. In | p forum u 2 On | 


NIIC Plans Huge 
Drive to Uphold 


(Continued from Page 2) 


ten or contributed from their regu- 
lar schedules by NAM members. 
Under the direction of Mr. Harrison, 
the NIIC built up a large organiza- 
tion, undoubtedly outranging many 
a modern advertising agency in 
size. It has numerous divisions, 
including press, radio, metivn pic- 
ture, printing, news picture, etc. 
The press division issues a weekly 
news, feature, picture and cartoon 
service to 8,000 daily and weekly 
newspapers, either in mat or clip- 
sheet form. For the past seven 


tion picture a year, a one-reeler 
portraying the part industry plays 
More than 4,000 | 
class A motion picture houses annu- | 
ally have booked NIIC films in the} 
rast three years. More than 10, 000 | 
organizations have shown 16 mm. 
versions of these films. 

For house organ editors—there 
are about 1,600 or the list— the 
NIIC provides a “Service for Plant 
Publications,” enabling industry’s 
story to be placed before millions 


paid idea men in the adver- | Of workers. 
Radio is now being used on a a 


taining basis on the Blue Network 
from 10:30 to 11 p. m., 
“America 


problems. Leaders of American life 
are the participants. For 26 weeks, 
terminating last October, the NIIC 
had a shortwave program beamed to | 
troops overseas. In a five- 


EWT each | 
Tomor-| Electric 


emphasis on_ posters, 
original work 
U. S. artists. 
sold at cost to industrial plants, 
urging greater production, com- 
batting absenteeism, selling war 
bonds, etc. More than 300,000 were 
distributed. 


purchasing 
virom’ vei-esows| WPB Completes 


Industry-Wide Plan 


With its new autonomy the NIIC 0% p C { 
will continue to operate in accord for 15 0 aper u 


| with the policies laid down by the 
NAM, but it will not necessarily 
publicize every NAM policy. A 
complete separation of NAM and 
NIIC staff has been accomplished, 
with the exception of certain oper- 
ations, such as research, printing, 
accounting, office management, etc. 

The present program is the cul-| 


|mination of months of study, re-| 


search and discussion extending | 
back to last spring. The work was 
directed by a program committee of 
which James S. Adams, president of 
Standard Brands, is chairman. | 

Members of the NIIC governing | 
committee, headed by Mr. Sloan, |} 
are: J. Howard Pew, president, Sun 
Oil Company; C. M. Chester, chair- | 
man of the executive committee, | 
General Foods Corporation; E. T.| 
Weir, chairman, National Steel Cor- 
poration; and A. W. Eames, presi- 
dent, California Packing Corpora- | 
tion. 

The steering committee, which} 
worked with the program commit-| 
tee, was headed by Northrop Clarey, 


poration, New York; Howard Hus- 
ton, assistant to the president, | 
American Cyanamid Company, New 
York; Malcolm Muir, president, | 
Newsweek; Robert S. Peare, man-| 
ager, publicity department, General | 
Company, Schenectady; 
Cloud Wampler, president, Carrier 
| Corporation, Syracuse; William B. 
Warner, president, McCall Cor- 
|poration, New York; Jasper E. 
Crane, vice-president, E. I. du Pont 
| de Nemours & Co., Wilmington; and | 


“as definite as the process by which motor ears are minute period they were told whai| James S. Adams. 


produced.’ 


and business executives who have read it. 


Cothuvlantionty cnteresd fy csttere, an economy they might ex- 
college professors, poets, advertising men, salesmen, kind of ¢ © & 


Send tor | Pect to come back to. 


was 


Copy 


your eopy of A TECHNIQUE FOR PRODUCING | Cleared by the Army and U. S. cen- 


IDEAS now. Only $1 postpaid. 


Weations, Inc., 100 E. Ohio St., Chicago, tl. 


Money back if you | sorship, and the speakers were top-|¢ 
don't say it is worth $10 to you. Advertising Pub- | 


flight industrial leaders. 
In recent months the NIIC placed 


ARE YOU COVERIN 


THEM GAO mark ARKET 


The East's Number 1 defense area offers 
IN great business opportunities. 


The annual 


NN purchasing power of it’s 189,000 Negro 


NS GY“ workers is $150,000,000. According to 
a Department of Commerce Bulletin based 


on 1940 census figures, 40% of these are 


home owners. 


The JOURNAL AND GUIDE means 


business for you. 


It thoroughly covers this 
entire metropolitan area 


your key 


to the lucrative and ever-expanding Norfolk 


market. 


Member, Audit Bureau of Circulation 


. More Than 50,000 Net Paid Circulation 
. National Advertising Representative 
INTERSTATE UNITED NEWSPAPERS. Inc. 
New York City 


a ee we NEWPORT NEWS» 


. 


THE SOUTH’S LARGEST NEGRO NEWSPAPER 


Covering a $150,000,000 Market in the East's No. 1 Defense Area 


Candy Maker Uses 
‘Remember Me?’ 


Cards and Panels 


| Seattle, Wash., Dec. 8.—Wartime 
shortages are turned to good account 
in a new campaign of the Imperial 
Candy Company, maker of Societe 
candies. 

Dealers’ candy cases are often shy 
lof the Societe chocolates and bars | 
these days, and when that happens 
the retailer puts up an easel counter 
card which reproduces an “Ensem- 
ble” package of Societe chocolates 
in full color. “Remember me? 
Societe chocolates and fine candies 
back soon” assures the card 
copy. A similar natural color ‘“‘Re- 
member me” panel is put in place at 
the back of the bar rack, repro- 
—e the four best-selling Societe 
ars. 

The “Remember me” theme is 
carried over into current newspaper 
copy. “Worth Waiting For” is the 
caption of a layout reproducing 
familiar Societe boxes, and develop- 
ing the theme that the waiting will 
be “maybe only until tomorrow.” 

Pacific National Advertising 
Agency handles the account. 


RCA Names Brown 
Victor Ad Director 


Charles B. Brown, director of ad- 
vertising, promotion and research 
of National Broadcast Company, 
| has been named advertising director 
of the RCA Victor Division, Cam- 
den, N. J. He will serve as coordi- 
nator of advertising for the various 
RCA Victor products and of the 
three advertising agencies serving 
RCA Victor. 


son Company, which handles 

“What's New?” radio program, as 
well as advertising for Victor and} 
Bluebird records, and for the Inter- | 
| national division; Ruthrauff & Ryan, 
for radio phonograph and television 
instruments; and Kenyon & Eck- 
hardt, for RCA tubes, special radio 
apparatus and industrial electronic 
and radio apparatus. 


Names Hirshon-Garfield 


Suffolk Farms has appointed Hir- 
shon-Garfield, New York, to direct 
its advertis — Newspapers and 
radio in the New England area will 
be employed to promote Suffolk 
Farms’ salad bowl and spinach 
packaged in cellophane bags 


Heads Regional Group 


F. F. Munroe, New England man- 
ager of the Curtis Publishing Com- 
pany, has been named chairman of 
the sponsorship committee of the 
New England division, War 
| tising Council 


These are the J. Walter Thomp-| 
RCA’s | 


(Continued from Page 1) 
paper consumers, as well as paper 
mills, to work out the allocation of 
woodpulp to the mills for next year. 
In view of the falling off of wood- 
pulp inventories over the past year, 
allocations this year are expected 
to be carefully studied to avoid 
waste. 

In allocating woodpulp, the essen- 
tiality of a particular user within a 
class of paper consumers does not 
come up for consideration. The 
woodpulp is divided so that mili- 
tary and more essential war indus- 
tries are served first. The remain- 
ing woodpulp then goes to less 
essential civilian uses. 

Within these civilian groups, 
however, the available paper is dis- 
tributed without regard to essen- 
tiality, WPB officials explain. 


sidered when 


isfy each publisher’s quota 
the revised limitation order. 


To Be Ready Soon 


The actual amendments for inate 


|of the 
| putting 


limitation orders, 


cuts 


printing 
the 25% 
|expected that they 
| by the first of the year. 
Until the orders are 


| regulations 


|There was some speculation thi 


week that the newspaper cut might | Inc., 
| be apportioned so that an increased| vanced to partners in the agency 


}amount of it would fall on larg 
papers. There was also a 
that the newspaper cut might b 
increased to a flat 25% 


In accepting a 25% cut for them 


| 


| selves, the commercial printers were | Lyle B. Reigler, now with the Army 
savings 10%, for| 


increasing their 


The 
|}entire allocation situation was con- 
revised orders for 
printing industries were considered, 
so it may be assumed that sufficient 
vice-president, General Motors Cor-| woodpulp will be available to sat- 
under 


into effect, 
have not been completed, but it is | ; ally before attempting to place ad. 
Ww ill be ready | vertising copy. 


actually — 


|ready, the exact nature of the new 
cannot be determined. 


report|of the 


in line with| the agency for the past 20 years 
cuts accepted by other paper users. 


Advertising Age, December 13, | 


they had adopted a 15% cu: 
October. 

This cut for commercial pri 
will also hit publishers of 
logues, directories and free dist 
tion newspapers, who have 
limited to 85% of their 1941 , 
usage under L-241 as amend: 
October. 

With the reduction of printers 
paper quotas to 75%, these pub. 
lishers will also be reduced to 75¢, 
after the first of the year. 

The commercial printers also sug. 
gested that printers and buyers oj 
printing eliminate for the duration 
french folds, overhang covers, }|eeq 
pages, blank interleaving pages ang 
other “fancy” and uneconomic uses 
of paper. 


More Newspapers 
Adopt 1,000-Line 
Ceilings on Ads 


(Continued from Page 1) 
effect during 1944,” he told nationa| 
advertisers and advertising agen- 
cies. 

Among others, the Toledo Blad& 

and Portland Oregonian are ex. 
| pected to take similar space limi- 
| tation action effective the sam 
cate. The Oregonian’s current to; 
is 1,600 lines. The Detroit New: 
with a 1,000-line limit, some tim: 
ago adopted a less stringent ceiling 
| but found it insufficient to meet 
| requirements. 

Space restrictions are changing 
often, one space buyer said, that he 
has stopped keeping a list and 
checking with publishers individu- 


Four Named Partners 


s Four members of Moser & Cotins 
Utica, N. Y., have been ad- 
e | follewing the death Nov. 18 of on 
agency principals, T. E£, 
e|Moser. They are J. N. Brown, with 
A. Montgomery Huntington, art di- 
-| rector; Hugo Glaesner; and First Lt 


air forces. 
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‘House Committee 


Pigeonholes Paid 
Gov't Ad Bills 


(Continued from Page 1) 
ported by Rep. Clarence Cannon of 
Missouri, chairman of the powerful 
apl ypriations committee, who tes- 
tified for nearly three hours. 


Bars Further Action 


Actually the committee was con- 
sidering two bills by Rep. Cannon, 
and a bill by Senator Bankhead, 
already passed in amended form by 
the Senate. In voting to table the 
measures, as it did today, the ways 
and means committee will effec- 
tively bar further action on paid 
newspaper advertising during this 
session. 

Defeat of the proposal in the 
committee came as a surprise, as 
supporters were confident that the 
necessary votes were assured both 
n committee and on the House 
foor. The bill slid through the 
Senate banking and currency com- 
mittee under the benevolent care 
Senator Bankhead, and scraped 
through on the Senate floor by a 
35-32 vote. 

At the hearing last weekend, a 
full slate of representatives of the 
National Editorial Association ap- 
peared to urge enactment of the 
bill. Throughout the afternoon ses- 
sion on Friday, and again on Sat- 
urday morning, NEA witnesses told 
the committee that small papers 
were suffering from wartime eco- 
nomic conditions, and could no 
longer afford “to carry the tin cup 
for Uncle Sam.” 


Says Sponsors Limited 


Typical of the NEA position was 
the statement of Don Eck, general 
manager of the association, who 
declared: “Hometown newspapers 
have contributed millions of column 
inches of space to the sale of war 
bonds and other war efforts and 
for a limited time were successful 
in the promotion of sponsored war 
bond advertising.” 


“But this effort ran its course 


after a few repetitions,” Mr. Eck 
explained. “Unlike the metropoli- 
tan newspaper which could alter- 
nate sponsors for such advertising, 
the possible number of sponsors in 
each small town was very limited. 

“Unfortunately, this practice 


}came to be interpreted as a ‘racket’ 


and this opinion was more gener- 
ally accepted and openly expressed 
with each new effort on the part 
of the publisher.” 

Speaking for the Treasury, Mr. 
Gamble told the committee that 
passage of the paid advertising pro- 
posal would embarrass his efforts 
in dealing with other media. 

“The war finance division cannot, 
in good conscience, ask some news- 
papers to contribute war bond 
advertising voluntarily as a patri- 
otic service while others are free to 
withhold their support until they 
receive a government subsidy,” he 
declared. 


Exhibits War Bond Copy 


To supplement his prepared state- 
ment, in which he carefully de- 
scribed the operation of the volun- 
tary system of war bond advertising, 
Mr. Gamble submitted extensive 
exhibits showing the amount of 
space sold by newspapers in recent 
war bond campaigns. These ex- 
hibits, indicating over $8,000,000 in 
paid space during the 3rd War Loan 
drive, were particularly effective. 

The decision of the committee, 
which was not by a record vote, 
was apparently influenced as much 
by technical difficulties in the bill 
as by opposition to the principle 
of paid advertising. 

Members of the committee felt 
that classification of communities 
into two groups, with a population 
of 10,000 as the dividing line, was 
too arbitrary, and would work a 
hardship on many publications 
which might be barred from par- 
ticipating in the program. 

Others decided to vote against 
the bill because they did not feel 
assured that the funds could be dis- 
tributed in a businesslike manner, 
or that papers could be protected 
from political pressure. 

Most members considered the bill 
as a subsidy for the rural press, 
however, and rebelled against such 
a payment. Rep. Dewey, for in- 
stance, said that he favored sub- 
sidies as an incentive for production 
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Peoriarea is a good market now. Fac- 
tories, business and agriculture all are 
showing tremendous volume. Peoriarea 
will be a better market when the war 
is won because of agricultural stability, 
diversified industry. 


614,200 persons in Peoriarea are your 
potential customers. Agricultural and 
Industrial incomes average $3,000. 
Close to the hearts of the people — 
WMBD dominates the market; does 
the job no outside station can do. 


Peoriarea is a progressive, fertile mar- 


Put your advertising dollars 


to work in one dominant medium, 


WMBD. 


WMUV 
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when they would produce results 
that would actually save money for 
the government, but he objected to 
government subsidies for products 
that might better be supported by 
private funds. 


NEA ‘DISAPPOINTED’ 

Chicago, Dec. 9.—Keen disap- 
pointment over the action of the 
House ways and means committee 
in rejecting three bills which would 
have allocated $15,000,000 to $30,- 
000,000 for paid government war 
bond advertising in newspapers was 
voiced today by Don Eck, general 
manager of the National Editorial 
Association. 

Mr. Eck said that while no defi- 
nite plans have been made as yet, 
the question of what should be done 
will be brought to the attention of 
the board of directors. NEA rep- 
resents 5,100 weekly and small city 
daily newspapers. 


A. E. LINDQUIST 


Chappaqua, N. Y., Dec. 7.—Albert 
E. Lindquist, 51, vice-president of 
Robbins Publishing Company, New 
York, died this week at his home 


here. Mr. Lindquist had been with 
the publishing company for 21 
years. 
ALEXANDER C. JOY 

San Francisco, Dec. 7.—Alexan- 


der C. Joy, 63, advertising and pub- 
licity manager of the Pacific Gas & 


Electric Company since 1930, died | 
last Saturday in a hospital here. 
After working in editorial capacities 
on newspapers in Fresno, Seattle 
and San Francisco, Mr. Joy served 
as publicity manager for the Sun 
Maid Raisin Growers’ Association, 
Fresno, and advertising manager of 
the San Joaquin Light & Power 
Corporation. He was a past presi-| 
dent of the San Francisco Advertis- | 
ing Club and of the Public Utilities 
Advertising Association. 


ELWYN T. KELLEY 


Cincinnati, Dec. 7.—Elwyn_ T. 
Kelley, editor of Signs of the Times, 
business publication for the sign in- 
dustry, since 1924, died here last 
Friday after a long illness. He was 
53 years old. 


C. W. SUTHERLAND 


New York, Dec. 7.—Charles W. 
Sutherland, 83, for the past ten 
years with the editorial department 
of The American Weekly, and for | 
more than half a century a New 
York and Boston newspaper editor, 
died today at St. Vincent’s Hospital 
after an operation performed Mon- 


day. He lived in Clinton, Conn. 


Mr. Sutherland had been manag- | 


ing editor of the Boston Herald, 
city editor of the Evening Telegram 
in New York, night editor of the 
New York American, managing 
editor of the Evening Journal and 
for 25 years was a member of the 
editorial staff of the World. 


GEORGE E. SCROGGIE 


Toronto, Dec. 7.—George  E. 
Scroggie, 78, associated with A. J. 
Denne & Co., Toronto agency, since 
1936, died here last Thursday. Mr. 
Scroggie was a past president of 
the Canadian Daily Newspapers 
Association and for 22 years was 
advertising manager and business 
manager of the Mail and Empire, 
Toronto. 


WILLIAM H. PETTIBONE 


Detroit, Dec. 9.—William H. Pet- 
tibone, 77, who retired as general 
manager of the Detroit Free Press 
in 1940, died Wednesday after an 
illness of several months. He started 
with the Free Press in 1888 as a 
clerk and was named business man- 
ager in 1910. 
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Awards Detroit Contract 


The Detroit Street Railway Com- 
mission, whose advertising volume 
totals approximately $350,600 a year, 
has awarded a five-year street car 
and bus advertising contract to the 
newly-incorporated Transportation 
Advertising Company, Detroit. The 
company’s yearly minimum guar- 
antee of $186,000 and estimate of 
$225,000 a year in revenue to the 
Detroit commission was the highest 
— bids submitted (AA, Nov. 


Joins Sherman K. Ellis 


Frances Velthuys, formerly radio 
time buyer and assistant to the 
media director of Sherman & Mar- 
quette, has joined the Chicago office 
of Sherman K. Ellis & Co. as space 
and time buyer. 


Heads Surety Advertising 

Herbert S. Chason, formerly ad- 
vertising director of Station WHN, 
New York, has been appointed presi- 
dent of Surety Advertising Com- 
pany, New York. 
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The “3 & 10s” 
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Department Stores 
of the Masses 


Don’t Overlook This Tremendous Market in your 
POST-WAR PLANS! 


Write 


for 6 pt. Fact Folder... 


Merchandising procedures, market inter- 
pretation, collateral service, etc. 
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This Advertisement is dedicated to 


who feels that there surely must 


be a better and simpler method .. . some- 
‘ pieces. Today there’s a ONE best way in 


away —and then give your printing to a firm 
even farther distant? Try the Faithorn COM. 
PLETE SERVICE route. It will be NEW—and 
you ll be glad to join our long list of satisfied 
customers. Write, or phone Wabash 7820. 
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where . . . to handle the production require- 


ments of his advertisements and printed 


everything. Why order your cuts from one 


a concern —typesetting from another, blocks 


ee a -——$_] 7 
SC | : 
. — | 
7 
- a 
. | 
j a , 4 
| —— _ pe BR 
chi: a 
me FF 
” sp 
a a | a > , 
\ 4% \ . » ; \ as 4 
o\ yt nhl we wore nal € 4 ~ . aid ay ; 1 | ee 
sane OS em, *. ia mm 4 ry FA\e _ 
id ‘3 - oO mm iit ’ EE \ ee tm 
in ? : ‘ ~ opal. . * A _ “\\ oom oe 
wv He ete 6s —_——s << ae 
CA ifs 5 Biers P a - 
pele ®O&OGG iF 
wall, wee 3 me 
us Rie” \GES, men who ao Se eh ee a * 
weEDIA $ OFF a ef! a rf Ww ; = 
y pusives these é a a eee a ¢ e - 
ut i" THE gnres ine | | a} os ee ee ——_ Fd _ 
122 lt y % ) \| cs | | |e | * me be | Le i 
; . e" Slt Sl a e f raph Oar a a a & ee. / | ee 
16 Rich Comm | i ¥ ¥ ' 
the haart of Hino ie 4 
| ( PEGRIAREA, & . i ae 
oil 514,200 - | : , : z 
| Gp la elf g ' : 
| SS | i “a 
: eS | | « 
—— | 3 re a 
| | ig 
| sae: sie . 
RN MY Da se TNE Me ataap le SMD CF RE eh Pe Bt NN ody toneagelP OL ae OSes OS. eae Oe 
cy ¢ a, ‘ a Pa a r - i nee = és chs ’ . : " é s , | i Ses * ; : 


See 


NORFOLK’S ARMISTICE DAY PARADE, NOVEMBER 11, 1943 


History Repeats 


In 


NORFOLK 


N EVERY WAR Norfolk has 


occupied a strategic position. After 
each conflict this city has emerged 
a bigger and better community in 
which to live, work, play and enjoy 
the finer things of life. 


We are proud of the contributions 
of the Virginian-Pilot and Ledger- 
Dispatch to the establishment of the 
Norfolk area in its rightful place 
among the Nation’s foremost cen- 
ters of trade and we look forward 
with pleasant anticipation toward 
“carrying on” in the future. 


NORFOLK NEWSPAPERS, Inc. 


Publishers of 


NORFOLK VIRGINIAN-PILOT 
NORFOLK LEDGER-DISPATCH 


Represented by 


THE JOHN BUDD COMPANY 
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sertising Age, December 13, 1943 


PHOTOGRAPHIC REVIEW 


PRIZE-WINNING POSTER BECOMES BOND SELLER 


ANHEUSER- BUSCH” 


- at = 
udweiser= 


P3 
— ST.LOUIS 


ANHEUSER-BUSCH » 
ST. LOUIS a 


The Budweiser poster design which won first prize in the 1937 Annual Exhibition 
of Outdoor Advertising Art has been adapted for use as a war bond sales pro- 
moter. The new “future happiness for you" adaptation is being used for the 
Budweiser spectacular bulletins in the larger cities of the country, and is also 
being used as a 24-sheet during December in all cities of 100,000 and over. 


FORSAKING RUBIES FOR RUBBER 


@ HERE 18 an almost unknown chapter in This machine was needed for the manufac- 
A ca's war record. ture of synthetic rubber —that “America & 


priceless gift: Time! the months it would 
have taken to build new Carrier machinery 


[ts the story of owners who voluntarily re- Company” might have tires more quickly And in War, time saved means lives saved 
shed equipment—who in a very special 


And so Tiffany & Company permitted this When the world turns from war to peace, 
t aside self-interest to speed victory 


emential part of ther store equipment to Carrier Air Conditioning will again contrib- 
In the store of Tiffany & Company on Fifth forsake rubves tena ute to man's progress whether on Fifth 
\venue there wes a Carrier Air Conditioning But this is only one chapter of the story Avenue . . . or in factories that will make the 
m. Ite heart was a Carrier Centrifugal Many of America’s great stores have rendered dreams of daring men come true 
geration Machine. similar service . . . have given our country a CARRIER CORPORATION, Syracuse, New York 


AIR CONDITIONING Ca rrier lan REFRIGERATION 


Another chapter in America’s war record is told in this current Carrier Corp. 

magazine page-—how Tiffany & Co., New York, voluntarily gave up an air condi- 

tioning machine so the making of synthetic rubber could be hastened. Other 
stores, too, have rendered similar patriotic services, copy points out. 


by Gugler Lithographic Co., 


This 24-sheet New Year poster will be released Jan. | for posting throughout the country by Double-Cola Co., 
nooga. The design was painted by Paul Gerding of Herbert Bielefeld Studios, Chicago, and the posters were lithographed 
Milwaukee. 


OF THE 
WEEK 


NEW CITRUS COPY 


From this State . “~~ FLORIDA . . . come the Oranges that answer 


VES! 


Here's EXTRA JUICE... AXTRA VITAMIN € 


i 2 one Oe? fs TRS WHOLESOME + 


+ ¢ @FLORIDA ORANGES 
fe Cake fate 


First advertisement in the new campaign 

of the Florida Citrus Commission, sched- 

uled to run through April (AA, Dec. 6), 

is this color copy stressing the extra juice 

in Florida oranges. Benton & Bowles is 
the agency. 


SHARE THE NEWS 


US. Opes BIG nr ay ORIVE 
YANKS SEIZE 2 JAP ISLES 


The Los Angeles Times’ campaign urg- 
ing readers to share their copies was 
taken seriously in Hollywood, where Co- 
lumbia starlets Jinx Falkenburg and Nina 
Foch double up on a copy. 


READY TO WORK FOR DOUBLE-COLA NEXT MONTH 


Chatta- 


* 


Is it soot or just the chiaroscuro of a bleak December morning, some critics of 
the Munsingwear advertisement at the left are asking. With limited stocks to 
sell, Kenyon & Eckhardt, the agency, decided to forego the usual glamor-girl 
type of illustration. Another user of pastel drawings of non-glamor types is 
shown in the Corvette advertisement at the right. (Story on Page 14.) 


RENEWAL CELEBRATES 50 MILLIONTH SALE 


Carl Heydrich, vice-president of Miami Margarine Co., signs for a 52-week re- 
newal on Station WLW, Cincinnati, in celebration of the 50 millionth pound of 


Nu-Maid sold since the WLW program was begun two years ago. On the left 

is Stanley Miller, vice-president and general manager of Ralph H. Jones Co., 

Nu-Maid agency, and right, Robert Dunville, vice-president and assistant general 
manager of the station. 


CARRIES STORY TO EMPLOYES 


PAY.O-VAC COMPANY, MADISON. Wis 


This advertisement, one of the Ray-O-Vac Co. series showing actual wartime 

adventures of Ray-O-Vac dry batteries, launched the company’s extension of its 

policy to keep employes informed on the advertising it is doing. The ad was 

reprinted in a mailing piece which included an explanatory letter from D. W. 
Tyrell, general manager of the company. 
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400 MILES FROM THE SEA 
YET A SHIPYARD IN SUNNY 


BOB HALL, National Advertising Manager DICK LEWIS, General Manager 
resentatives—Williams, Lawrence & Cresmer Co Representatives—Paul H. Raymer Co. o 


Rep 


Phwenty ? 


It’s hard to believe, but it’s true! The development of pre- 
fabrication in ship construction has literally brought ship building 
across 400 miles of dry land to Phoenix. 


Big Allison Steel Manufacturing Co. and busy Anzona Iron 
Works both hold prime contracts with the U. S. Manitime Com- 
mission for finished ship parts and sub-assemblies. Smaller manu- 
facturers are working on prime or sub-contracts. 


Yes indeed, Phoenix is building ships and a lot of other things 
as she adds extensive manufacturing to her other commercial, in- 
dustrial and agricultural assets. 


Here’s another reason the 4th Ration Book Count again puts 


*J. Walter Thompson Co. Metropolitan Designation 
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